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MR. SMITH 


President of Globe Shoe Com- 
pany, Savannah, Ga., one of the 
large retail shoe concerns in the 
South, says: 


“Freeman Shoes for Men offer more 
quality for the price than any other 
shoe we know of. They have every- 
thing that fine shoes must have—good 
leathers, handsome style, skillful 
workmanship, large variety of lasts 
for perfect fitting. We know from 
satisfactory experience that Freeman 
Shoes at $5 and $6 are exceptionally 
good values for our customers.” 
(Signed) M. M. SMITH. 


* *£ * 


Freeman Shoes have won leadership 
among America’s lines of popular 
priced shoes. . . . Have you a copy of 
our catalog? 


Sizes 5 to 14—AAA to EEE 


FREEMAN SHoe Corp., Betoit, Wis. 


REENAR 


Shoes tor Men 
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The VOICE of the TRADE 


Five floors of the 
Statler Hotel have been reserved 
for the 13th Annual Boston Shoe 
Fair—July 11, 12 and 13. Secre- 
tary Thomas F. Anderson says: 

“We are very hopeful that July 
will mark a definite turning point 
in business in the United States 
and are confident that our Annual 
Shoe Fair will be a most impor- 
tant “influence in this trend in our 
own industry. 

“A cordial invitation is extended 
to the retail and wholesale trade of 
America to participate in our trade 
conferences and enjoy the delight- 
ful hospitalities that we have ar- 
ranged for our visitors in connec- 
tion with the fair.” 


C. C. Stubbs 


of Plainview, Texas, asks: “How 
are you going to raise the prices 
without cheapening money? How 
are people going to buy if there is 
such a scarcity that $1.95 shoes are 
likely to be the standard of the 
country? How are your wage 
earners going to get any kind of 
money to spend with the present 
conditions obtaining and most fac- 
tories on part time? 

“An _ over-inflated tire might 
have a blow-out but that would not 
be half as bad as a deflated tire 
running on the rims and that is 
where we are now and fast 
“wrecking” the “old machine” into 
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ruins. In the worst period of the 
inflation in Germany the people 
at least had the marks to spend. 
Today the people over here sure do 
not have the dollars. Give us in- 
flation every time and the occa- 
sional “blow-out” won’t hurt half 
as bad as the continued deflation 


does.” 
*x* * * 


N 
USCLING! 


LR 





Selling from hoof 
to fitting stool has always been a 
possibility in the vertical operation 


of business. But the Supreme 
Court decision of May 2nd against 
the Packers pushes still farther 
away the probability of controlled 
production and distribution. 

Justice Cardozo, the new mem- 
ber of the Supreme bench, de- 
livered the opinion against the 
Packers who sought: (1) “to own 
and operate retail stores; (2) to 
own stock in stockyard companies 
and terminal railroads; (3) to 
manufacture, sell and deal in the 
1444 articles specified; (4) to use 
or permit others to use their dis- 
tributive facilities in handling such 
commodities.” 

All the requests for modification 
were denied by the lower court ex- 
cept numbers 3 and 4. The modi- 
fication in regard to number 3 gave 
permission to deal at wholesale in 
groceries and other enumerated 
commodities, but maintained the 
injunction against dealing in them 
at retail. 
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By this opinion the independence 
of retailing is sustained. 
* * * 


Going “Ballyhoo” one better, 


D. Meyers & Sons of Baltimore, 
Md. have gone “curazy” over san- 
dals. The blurb reads: 

“America is becoming sandal 
conscious. And do we care—Aw 
Nerts! For centuries—years or 
may be it was a month ago—we 
decided to give you a chance to 
make some money (Are you laugh- 
ing?) and then came the dawn. 
We bullied—cajoled or maybe our 
money talked the manufacturers 
into making it and — presto the 
BALLYHOO sandal came to life. 
Take a good look 4t these forms— 





we mean the shoe forms, of course. 
Did you ever see better looking 
shapes—oh, we just can’t make our 
typewriter behave—of course we 
mean the sandals. They’re all 
snappy and there isn’t anything 
that they haven’t got, if you know 
what we mean. Now really ask 
yourself the question—‘Can I do 
without these shoes?’ No, of 
course you can’t. They’re 99 44/100 
pure and good to the last drop. So 
help me. And do we have them in 
stock for you to make that good 
old profit .. . Oh, Boy!” 


* * * 
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a small live town of Southern Cali- 




















STIS 











TEE Re, PRE PS 




































> IRON aki 


fornia, of 15,000 inhabitants, is 
definitely committed to collective 
merchandising. Krystall’s store 
would like information as to how 
other towns plan monthly events to 
draw customers from neighboring 
trade area. 

This store wants ways and 
means of advertising and any spe- 
cial stunts that other communities 
have used with success. 

ek aoe 


Hay S. Wilson, 


of Wilson’s Shoe Company, Or- 
lando, Florida — in the heart of 
Orange County — was so tickled 
with the story in the Boor aNp 
SHoeE Recorper, that he trans- 
mitted his enthusiasm to the direc- 
tor of athletics and the mayor. 

The triumvirate are such be- 
lievers in Orlando that they want 
the wide world to know that it is 
a little bit of paradise set down in 
the heart of Florida. If every 
town in America did as much 
boosting for itself, .the word 
“neighbor” would have real sig- 
nificance. 





: 2 O. Dey 


climbs up the social ladder with 
his repair shop by advertising in 
Vogue what he can do in repair- 
ing. The New York repair artist 
advertises that he lengthens shoes 
that are too short and widens them 
if they are too narrow and that he 
does a real job. He goes a far 
distance, however, when he says: 

“Are your suede shoes marred ? 
We will convert them into smooth 
black kid ones.” He goes nature 
one better. But more power to him 
for he is offsetting the “loss lead- 
er” scheme now being tried by de- 
partment stores in giving complete 
sole and heel job at 49c. 

‘2, 2 


Frank S. Kotera, 
of the Kotera Shoe Store, Omaha, 
Neb., says: “As long as we allow 
the buying ‘public to flounder in 














AN IMPRESSION 


—There’s a well-known men’s clothing 
store just around the corner from my office. 

—For months this store has been shriek- 
ing at me through its windows, and its ad- 
vertising, to buy a suit of clothes for $19.75. 

—This morning their windows were filled 
with suits and overcoats at $27.50. 

—My first reaction was “Now they’re 
trying to work off $19.75 suits for $27.50.” 

—That’s only one of the many dangers of 
price appeal. 

—The public usually forms opinions with- 
out facts. 

—It’s easy to kid the people with cut 
prices; but it is difficult to educate people 
to profitable prices. 


Sus ey 


President. 





ignorance concerning one of the 
main industries in this country, we 
have no one to blame but ourselves. 
It is up to us to give the public the 
facts, to enlighten them, talk up 
our wares, tell them the good 
points and let them have the facts 
of the bad points—until we school 
them to know just what a good 
shoe is. The fact of the matter is 
that the shoddy store operators doll 
up their shoes and their windows 
so nicely that the public is bewil- 
dered and buys by the eye. 

“If every regular retailer in this 
country had a real knowledge of 
his article and could express it to 
the public, it would be today’s best 
form of retaliation against the un- 
scrupulous vendor of shoddy foot- 
wear. It would bring the price of 
the article up to the appreciation 
point. It would bring better shoes 
on a greater number of people’s 
feet.” In other words, know your 
shoes and tell the public. 

a. 


Standard Statistics Co., 


Inc., report: “Compared with 
other industries, the shoe trade 
has been relatively successful in 
withstanding the vicissitudes of the 
depression. The three largest pro- 


ducers, moreover, have secured de- 
cidedly more favorable results 
than their smaller competitors. 
Fundamental factors, such as 
strong representation in the low 
priced field, flexible operating 
costs, firm marketing control and 
conservative financial structures, 
have enabled these companies to 
maintain a relatively satisfactory 
level of profits.” 
2 + * 


Biitish import duties 
jumped on April 26 and now 
American shoes shipped into En- 
gland take a 20 per cent tariff. 
The principal items of American 
leather export, glazed kid and 
patent leather, have been left stand- 
ing at a 10 per cent tariff rate. 

oe 2 


Coscia B. Hess, 


of the N. Hess’ Sons, Baltimore, 
believes that the men’s shoe trgde 
should leave the term “suede” 
severely alone when promoting 
nappy leathers. He suggests 
“buck finish” and asks for an ex- 
pression of opinion and a sugges- 
tion as to a masculine terminology. 


S ££ s 





Waking backward 


around the world—Plennie Wingo 
of Abilene, Tex., is stranded in 
Turkey and can’t get out—back- 
ward or forward. He had no trou- 
ble for the first 3926 miles from 
Ft. Worth. Now the Bulgarian 
police consider it an insult for any 
one to back into their country 
while still looking toward Turkey. 
We are notifying the Turkish au- 
thorities to teach the human crab 
the side-step so that he can join 
the rest of his kin in the U. S. 
S. B. 


* %*« * 


pa J. Sholem, 
with three shops in Champaign, 
Iil., this week celebrated his six- 
tieth anniversary. “In 1872,” the 
announcement reads, “more cus- 
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tomers wore stove-pipe boots than 
shoes. Country families bought 
their shoe supplies once a year. 
Today, in 1932, Sholem’s in Cham- 
paign, show over 200 styles in 
ladies shoes alone and carry as 
much stock as an average wholesale 
shoe store of 1872.” 

One generation succeeds an- 
other but less than a dozen retail 
firms in Champaign have survived 
the test of years. 

Congratulations ! 


John Held, Jr., 


when interviewed as to what con- 
stitutes a beautiful foot of this 
modern era said: 

“I think the female foot to be 
beautiful should follow the same 
rules of balance and symmetry as 
all other forms of art. The size 
is a question of proportion to fig- 
ure, so it follows that small feet 
on a large woman are not sound 
artistically, as they ruin the sym- 
metry as a whole, and for the same 
reason, large feet on a small wom- 
an destroy the artistic contour.” 

* * * 


G. L. Harger, 


who has the various eastern Stet- 
son Shoe Shops under his juris- 
diction, thinks that Sports Shoe 
Week deserves a slogan. He has 
coined: “Have you a pair of com- 
fortable sports shoes?” This slo- 
gan will appear in all newspaper 
advertising, window cards and will 
be the introductory remark of the 
sales talk of every person selling 
shoes in Stetson stores. 
* * * 


Fitene, of Boston, 
is bringing out skating shoes with 


roller skates attached—to sell to . 


youngsters of Boston having a new 
enthusiasm for this sport. Uppers, 
of tan calf leather, are cut in the 
familiar skating boot style. They 
lace to the toes. Soles are of 
leather and have no heels. The 
skates are riveted to the bottoms 
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of the shoes. The price is $3.15 
per pair. 


* * * 


O. Anderson Shoe Co., 


270 Broad Street, Lynn, is making 
some boots on custom orders and 
among them is a pair of boots of 
white calf leathers, whose tops 
measure 1214 inches from the heel 
base to the top facing, and for the 
lacing require 25 sets of eyelets. 
The soles are welted and the heels 
are 11/8 high. The order came 
from a manufacturer for whom the 
company makes special shoes, and 
so Mr. Anderson does not know 
for whom the boots are intended 
nor for what purpose they will be 
used. They look like dressy ser- 
vice boots. News of them recalls 
the white buck boots of which, 
though they laced nearly to the 
knee, women wore thousands of 
pairs during the Summer season a 
few years before the war. 


* * * 


The First National Bank 
of Boston says of shoe trade con- 
ditions in its May Letter: “Shoe 
production has slackened during 
recent weeks in accordance with 
usual seasonal tendency, although 





the output of women’s footwear 
has held up comparatively well. 
Reduced consumer purchasing 
power continues to be reflected in 
a demand for cheaper grades of 
shoes. It is expected that activity 
in shoe plants will decline further 
during the next month or six 
weeks, until style shows and buy- 
ing for the Fall season again stim- 
ulate production.” 


x * * 
EAs 

Ea Wynn, noted stage 
comedian, delivered this bit of 
humor on a recent broadcast of the 
Texas Oil Co.: “I know a man 
who is so economically minded that 
he takes longer steps to save his 
$6.00 shoes, but he split his $8.00 
pants in doing it.” 

Commenting upon business, 
Wynn stated : “Business is looking 
up. It’s flat on its back.” ‘“That’s 
nothing,” said the other fellow, 
“in my city, the wolves are waking 


up at midnight, hearing men 
screaming outside of their doors.” 





“Madam, you’ve been wearing your shoes too long.” - 


“You're telling me? If things don’t pick up pretty quick I'll be wearing ’em longer.’ 
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A TEXAS LAD LICKS THE 


He Tells Harry R. Terhune, RECORDER Field Editor, of the 
Three Vital Merchandising Principles That Explain His Success 


Two years ago B. M. Kershaw 
started a women’s shoe store in Jamaica, Long Island. 
It would have been difficult to find a locality where 
competition is more intense. In that relatively short 
space of time, however, he has put the store on a pay- 
ing basis. The manner in which he did it and the 
merchandising methods he used constitute a story of 
the greatest interest to every other shoe merchant. 

Jamaica is eleven miles from New York City and 
eight miles from Brooklyn. Both these cities may be 
reached by elevated and subway for a nickel fare. 
Jamaica has a population of approximately 100,000 
within its own borders and draws trade from the 
smaller communities for 50 miles around. It is quite 
reasonable to expect, however, that more trade is lost 
to the big New York and Brooklyn stores than is 


gained to Jamaica cash registers from the suburban 
trade. It takes a lot of nerve to start a shoe store in 
a place like that. And New York and Brooklyn were 
not the only sources of competition Kershaw had to 
reckon with. 

Within three blocks either way from the Kershaw 
store are 30 places where shoes may be bought. Most 
of these stores are chains or branches of New York 
City outfits. There are about 20 more stores selling 
shoes within the city limits. In other words, Ker- 
shaw is not only facing the 50 local concerns, but is 
also in direct competition with many of the most 
notable stores in the country. 

The secret of the success of this shoe store may be 
wrapped up in a mighty small package. Boiled down, 
it consists of three vital factors. Simple, too, with no 
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BIG CITY 


Fear of competition didn’t deter 
H.. B. Kershaw when he decided 
to go into the shoe business. 
He opened a store in Jamaica, 
Long Island, eleven miles from 
New York City and eight miles 
from Brooklyn. Thousands of 
commuters shuttle back and 
forth daily to both cities and 
pay a nickel carfare. Within 
three blocks of Kershaw’s store 
in Jamaica itself are thi 
places where shoes are sold. 
It took a lot of determination, 
plus hard work, backed by sound 
merchandising principles to put 
this proposition across. In this © 
article the RECORDER’S Field 
Editor tells how Kershaw did it. 


Hae th 


wizardry or tricks—just plain business common 
sense : 


1. Kershaw does not sell shoes. He sells foot 
comfort. 

2. Eighty per cent of his business is done on 13 
stock shoes. 

3. Customers are not sold. They buy the shoes they 


should wear. 


Preciuaps he did not fully 
realize it at the time, but Fate has been kindly to 
B. M. Kershaw. In the first place he was fortunate 
enough to learn the shoe business with that fine firm 
of Krupp & Tuffly. And what a backlog of expe- 
Tience that gives any young fellow so favored. Then 
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followed years with other good concerns and in his 
own stores. Not many years, for Kershaw has not 
yet reached his forties. 

This background is mentioned as it has a direct 
bearing on the case. Many stores have “Fit custom- 
ers right or not at all” as their watch word. Many 
stores have practiced concentration of buying sources, 
concentration in buying fewer styles and more sizes. 
Many good establishments know these to be proper 
methods but have strayed away from them in the 
quest for more business which they seldom found. 

Kershaw believes that if a customer’s foot draws 
for a size 8 AAA, she should have it. He knows that 
he cannot afford to carry a reasonable assortment of 
these sizes, unless he definitely curtails parts of his 

[TURN TO PAGE 40, PLEASE] 
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New Hopes—New Clothes—New Shoes 


Present Trends in Graduation Attire Provide 
Greater Opportunities for Extra Sales in June 


A growing tendency on the part 
of the graduating classes of both grammar and high 
schools to agree upon one particular type of clothing 
and shoes for wear at their graduating exercises 
means that many keen eyed young people are in the 
market at the present moment for new shoes. 

Graduation is a most important event in the 
calendar for those about to receive their coveted 
diplomas. Shoes play their part, consequently many 
retail shoe men are in the midst of an active cam- 
paign that will cover all the publicity phases. Win- 
dows, newspapers, direct mail and personal contact 
can be used, keyed of course to the one subject of 
graduation footwear. 

Reports from many shoe men indicate that special- 
izing on this one theme at this season stimulates shoe 
buying all over the store. In consequence, they feel 
it is good business to devote considerable of their 


time and energy to the promotion of graduation foot- 
wear. 

Names of the graduating classes of one’s com- 
munity are quite essential to the successful general 
store promotion plans, as there are several tested ways 
in which correctly spelled names are of the utmost 
value. In window trims, for example, a clever deco- 
rator can find many uses for the names of the gradu- 
ates. 

In the past shoe stores have used the clock stunt 
to good advantage. This novelty consists of having 
the names of every one of the graduating class 
printed on a large circle which represents the dial 
of a clock. A real eight day clock movement fur- 
nishes the motive power for the hands. The girls 
may be on the hour hand track and the boys on the 
minute hand track. Intense window interest will be 
maintained by offering a pair of shoes free to the 


Boor AND SHOE RECORDER 
combining THE SHOE RETAILER, May 28, 1942 






















foot- 


com- 
neral 
ways 
most 
leco- 
‘adu- 


stunt 
ving 
class 
dial 
fur- 
girls 
1 the 
ill be 
» the 








SPORT SHOES FOR GRADUATION 


A significant change is coming about in gradua- 
tion attire for high school boys and girls and the 
graduates of prep and public schools. Much of the 
formality of the past is being laid aside and classes 
are adopting some uniform style of informal attire. 
In many cases the graduation costume reflects the 
sports influence and at many schools the boys are 
wearing sport footwear, with blue coats and white 
duck or flannel trousers, while girls wear white 
shoes with a middie costume. 

This changed attitude toward graduation apparel 
creates new opportunities for extra shoe sales in 
June, provided the merchants are alert to make the 





















most of the situation. 


Obviously the first thing to do is to find out what 


the graduation classes in your locality will wear and 
make sure you have the right type of shoes. Then 
procure a list of the graduates and send a letter to 
each, advising that you have the correct thing in 
graduation footwear. Reinforce these efforts with 
good window displays and newspaper ads. 





Photo Courtesy Foaw Film Corporation 


graduate whose name is nearest each hand when the 
clock runs down. This is not a guessing contest nor 
a lottery, so that it may be referred to in any news- 
paper or direct mail advertising. Graduates are not 
even required to register at the store. Those stores 
that have tried the idea report current interest runs 
very high and that there is no adverse reaction to the 
stunt. : 


(redoing classes, especially those 
of the high schools, have individual and group pictures 
taken. Photographers are only too willing to cooper- 
ate with a shoe store in arranging for a display of the 
pictures. One store makes a hit by showing the class 
photograph taken 10 and even 25 years ago in conjunc- 
tion with the present one. Employing a lavish arrange- 
ment of class colors, banners and the use of borrowed 
school trophies helps to make the windows even more 
attention compelling. 

It pays to dedicate one window to the local school 
or college just before graduating time. Pictures of 
early graduates, faculty and old views of the build- 
ings are always of interest. None of these sugges- 
tions are difficult to execute nor are they expensive to 
produce. All that is required is a little original 
thought in planning out the trims. 

Nearly every school has its recognized leaders. 
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Shoe stores have found it pays to contact directly 
these class officers and interest them in the store. 
The offering of special trade inducements or the 
subsidizing of these leaders is not considered good 
practice, but personal acquaintance is well worth 
cultivating. Stores have found it good business to 
use school or college students as extra people when 
the occasion arises. Personal contacts built up during 
the year prove their worth when the discussion of 
where the graduating class will buy their footwear 
comes up. 

All mat services have plenty of cuts featuring the 
graduation theme. The focal newspaper is a very 
helpful aid in this direction and can be depended 
upon to furnish an attractive illustration that is 
both timely and pertinent. Copy should stress styles 
and prices which appeal to those whom the advertise- 
ment is designed to influence. It should talk the 
same language, too, avoiding, the usual set dullness 
that abounds in much shoe store advertising. 

Letters sent to all the graduating class, if properly 
phrased, will bring in satisfactory results. These let- 
ters must adopt a friendly tone along the thought of 
congratulations on graduating. Point out that at no 
time of the year is a new pair of shoes more desirable, 
for they are not only necessary in the actual gradua- 
tion exercises but in stepping out in the immediate 
[TURN TO PAGE 58, PLEASE] 
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Love the Children's Shoe Business 
Or You Cant Expect to Profit by It 


By a Merchant Who Does Both 


[ think | can explain why so 
many good merchants are disgusted with children’s 
shoes. They don’t “love” the business. That’s why! 

Right away I can hear a chorus: “Of course I 
don’t love it. It’s just a necessary nuisance and 
there’s no money in it anyway. Why should I love 
it?” 

Brother, you have the thing all turned around. If 
you love the children’s business it’s not a nuisance. 
If you love it there is money in it. 

Did you ever hear a successful architect say, “Lord, 
how I hate to plan houses”? Did you ever notice an 
accountant groaning, “Figures bore me to death”? 
Or a florist complaining, “Fussing with flowers dis- 
gusts me”? 

Well, how in the world do you expect success in 
the children’s shoe business if you “hate the noisy 
little brats,” or “can’t see why I should waste my 
time on a $3 cack when I might be selling a $10 
pump to that sweet blue-eyed damsel”? 

Be honest with yourself. If no one in your 
organization is “just crazy about children,” you’re 
right—you had better quit the children’s business! 

You’ve read this far, so don’t stop, because I’m 
going to tell you what you will do if you love the 
children’s shoe business. 

First, you will radiate that fact in your face, in 
your tongue and in your actions. And immediately 
the children will return that love. When coming into 
your store they will break away from their mothers 
and run ahead to greet you. 





LOVE THE CHILDREN’S BUSINESS 


FIVE RULES FOR SUCCESS 


If a shoe man really loves the children’s business, 
he will do these things’and success will follow: 

1. He will be a real friend to children and they will 
“love” him in return. 

2. He will choose lines that suit his trade. 

3. He will mingle with children so that instinctively 
the will buy the right styles. 

4. He will keep up his sizes and widths. 

5. He will not hesitate, if necessary, to accept a 
shorter profit for the present. 

There, gentlemen, is my prescription for any shoe 
dealer who is “sick” of the children’s shoe business. 
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Or if the mother is shopping in another part of 
the store, the child will beg, “Can’t I please go and 
stay with Miss Bessie till you’re through?” 

Don’t kid yourself, you can’t fool the children. If 
you like them, they know it; if you don’t, they know 
it! And they govern themselves accordingly every 
time. 

Second, if you love the children, you will sense 
the kind of shoes they want. You won’t have this 
constant battle that goes on in some stores because 
the styles were selected by someone who is an expert 
on women’s styles, yet who has no time to pay atten- 
tion to the little kiddies when they tell what they like 
and don’t like. 

And you can’t fool the children on styles either. 
They know what they want and you had better not 
try to force your own ideas down their throats. 


Third, you will have sizes 
on hand all the time. You would never think of 
putting off your sizing up till your staple lines are all 
shot. No, sir! If you love the business you will be 
puttering around in the stock every day to make 
sure you are not running short of this or that. 

And you will do this, not so much to prevent 
missing sales, but because you can’t bear to disap- 
point little Jennie or Ruth who is likely to want just 
that pair. 

Many merchants don’t realize what a large pro- 
portion of their children’s business is done on staples, 
probably 75 per cent, consequently how safe it is to 
keep those lines sized up all the time. It adds so 
much to the pleasure of selling if you can go to the 
shelf and put your finger on exactly what you want. 
And it disgusts everyone, salesman and customer 
alike, when the shelf looks like Mother Hubbard’s 
cupboard. 

Those are the things you will do instinctively if 
you “love” the business. Fitting the youngsters will 
be—well, an all day picnic, you might say. But if 
your heart isn’t in it, then it becomes a hard, tiresome 
job, a nuisance with “no money in it.” 

So really I don’t think the children’s business is 
such a difficult problem after all, not if it is ap- 
proached with the right attitude. 
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if you love the children’s business fitting the youngsters will be——, well an all-day picnic, you might say. But if your heart isn’t in it, 
then it becomes a hard, tiresome job—a nuisance with no money in it. 


It is tremendously important to select the right 
lines of shoes, lines that suit your store and your 
trade, both in price and in character. We use only 
two lines. In fact 75 per cent of our business is 
done with one factory. 

Therefore we get the best kind of cooperation 
from the manufacturer. Twice a year he takes care 
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of us wi ‘a large lot of regular shoes at a price that 
enables us to use them for promotional sales. 

Speaking of prices, it is true that the public is 
demanding lower prices in shoes. Well, why 
shouldn’t they, with other prices being lowered on 
all sides? 


[TURN TO PAGE 42, PLEASE] 





Toll he Seed Selling Story in 


Promotions Must Be Carefully Planned and 
Co-ordinated to Produce Maximum Sales Returns 


I. is no great trick nowadays 
to reduce prices to new lows. Everybody is doing it. 
Low price has become the dominant selling theme. 
But it is quite an accomplishment to reduce prices 
and then tell about it in a way that will produce 
tangible result$’on the right side of the ledger. 

Low prices, if quality merchandise standards are 
maintainéd, generally mean a narrow margin of profit. 
This, in turn, means that volume of sales must be 
stepped up if any profit at all is to be realized. It 
means that a broadside of selling advertising is neces- 
sary to turn the goods in quantity. 

The retail merchant has two squadrons of shock 
troops at his command, for use in the sales campaign 
—his windows and his local newspaper. A definite 
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message, co-ordinated and timed, appearing in both of 
these meditims, will have more than double the effect 
of one of them used alone. Everyone knows the story 
about the man who answered the telephone: “Hello 
Elmer . : . yes, Elmer . . . I'll be there Elmer . 


While business men are eagerly scanning charts and 
graphs to discover any indication of a new trend in 
prices or volume of business, a number of outstanding 
retail shoe concerns have learned that the graph offers 
an effective way of telling the public about the extra- 
ordinary values offered today as compared with the past 
fifteen years. Guarantee Shoe Co. of San Antonio 
made the argument doubly effective by using it in 
windows and newspaper advertising. 
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Newspaper Ads and Windows. 
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ANNOUNCING OUR NEW 
PERMANENTLY REDUCED 
LOW PRICES! 


$F00 $650 $Q50 $4 (50 $4950 


I won’t forget, Elmer . . . all right, goodbye, Elmer,” 
and then, turning to his friend, proffered the informa- 
tion, “That was Elmer.” His friend might have said, 
“Yes, I know,” but the customers of the Guarantee 
Shoe Co., San Antonio, Tex.,,when they read the 
advertisement, “LOWEST PRICES ON WOMEN’S 
SHOES SINCE 1915,” didn’t say, “I saw that in the 
store window, it wasn’t necessary to tell me again.” 
Perhaps the window message didn’t penetrate, maybe 
it was the other way around, but, whichever it was, 
the reiteration of the selling message served to fix 
the idea of a bargain at the Guarantee store in the 
mind of the potential customer. 


[, both window and newspaper 
ad the method of emphasizing the thought of “lowest 
prices since 1915” is the same. A chart is used show- 
ing the fluctuations in the retail prices of shoes since 
that time. At present, when everybody is “chart con- 
scious,” this way of advertising a reduction is espe- 
cially effective. Most of the charts that are studied 
mean grief, but this one offers good news—the story 
of a golden opportunity in footwear values. 

In this window display, a summary of the reduc- 
tions effected since the fall of 1930 is shown in a 
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CTED — STARTLING — THIS ANNOUNCEMENT OF FURTHER RE- 
DUCED PRICES — IN THE VERY HEART OF THE SEASON — INCREASES 
VALUES THAT. ARE ALREADY 
“THE TALK OF THE TOWN” 
Remember — 


This Is Not a {‘Sale” of Odds ab Ends — Nor a a of Distress Merchan- 
dise -— But a Bonafide Reduction Complete Lines of the 


Finest Footwear Produced!! There Is ran 
a Advantage of a Favorable seket=to Beng Wit yey thew A 
Individual ‘orkmansh}p—the Superior rt ay Service— 


the — the Fine Materials 
Which Through the Years, Have Made This Store Famecs” + - as the Home of Only “Good” 


Shoes and as 
“The Style Shop of the South” 


This striking newspaper ad was used by the Guarantee 

Shoe Company of San Antonio, Texas, to announce its 

new lower price policy. Co-ordinated with the window 

display on the opposite page in which the price graph 

was featured, it showed in a striking and effective way 

the remarkable values in shoes available to the thrifty 
consumer on today’s market. 








table. A price range of from $7.50 to $16.50 goes 
through three changes, finally becoming one from $5 
to $12.50. This, with the caption above, “Quality 
maintained in every instance,” gives the conviction of 
a worth while offering. 

The shoes displayed in the foreground are examples 
of the footwear to be sold at the new prices. They 
fall into five different groups. The shoes in these 
groups are placed from left to right across the win- 
dow, first the lowest price numbers at the left, at- 
tractively arranged about a card bearing the copy, 
“Our Famous ‘Heel-Fitters’ at $5 are America’s 
Greatest Value.” In the next group shoes for $6.50 
are shown, and so on up to the $12.50, the highest 
price items at the extreme right. Several pairs of 
shoes are included in each group, insuring a good 
selection of merchandise. In such a window display 
there is no waste space or lost motion. 
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Where You Will Find Economic Recovery 


An outstanding characteristic 
of the present economic situation is the spirit of 
inertia and “tired waiting.”” Everywhere you sense 
the same feeling. Now it has reached the point of 
“leaning on the government.” But there is no all- 
saving hope to come from Congress, State, county or 
municipal goverment. 

Business itself seems immovable because of that in- 
describable dull pressure of depression. As the Rail- 
way Age says: 

“There is nothing we can do. We can’t pro- 
duce because we can’t sell. We can’t sell because 
nobody will buy. Nobody will buy because we 
can’t sell. The country is going to hell. Busi- 
ness is dead. Let’s quit. 

“On September 9, 1914, at the height of the 
first battle of the Marne, upon the outcome of 
which depended the fate of France, General 
Foch sent the following telegram to French 
general headquarters : 

““My center gives way, my right recedes ; the 
situation is excellent. I shall attack.’ 

“Business is rotten. There are able and brave 
men who are striving with all their might to lead 
us out of this morass. The continuance of the 
depression is not their fault. It is the fault of 
that large majority of us who are too selfish to 
be patriotic, too cowardly to fight and too fat to 
run. 

“Business is not dead and the country is not 
going to hell. Our center gives way, our right 
recedes, but our situation is excellent. Let’s at- 
tack.” 

The trouble is not lack of leaders; but lack of 
followers. There is more “groaning” for business 


than there is “grunting” for business. 

Now, for fear that what we say might be con- 
sidered as being just strong words put on paper, let 
us give you an example of grit and guts from a mer- 
chant in a land that has suffered much more than we. 

Arthur Jacoby, in a land far less fortunate in pur- 





chasing power, is able to do so courageous a job in 
style selection, fashion stimulation, merchandising 
and real fitting service, that he stands out conspicu- 
ously in the light of example. 

He has weathered a storm in Germany by making 
his store outstanding for its personal interest in every 
customer. He has put a service-obligation on every 
shoe fitter that is so rigid that they don’t dare to mis- 
sell in fashion or color, or misfit in size, width, 
height of heel or last. He believes that the only 
solution is to be found over the fitting stool and that 
before long it will be necessary to have shoe fitters 
appear before a jury—selected out of the best men 
in the trade—to pass upon their abilities and their 
knowledge of shoe functions and foot functions. The 
final fit—nothing else counts. 

Now, our readers may think that we are stepping a 
far distance in going from the major problems of re- 
construction and hurdling over everything to a point 
at the fitting stool; but think it out for yourself. 

As far as the shoe business is concerned, eco- 
nomic recovery from within can only take place at 
the point of contact of the merchant and the sales- 
man with the customer—over the fitting stool. 

Mr. Jacoby has found that he is right at the fitting 
stool and as a consequence of right service, he is able 
to get the right price. His April, 1932, figures indi- 
cate that the average price for every purchase made 
in his store in Berlin has been the equivalent of 
$9.90 as‘ against $11.10 in 1931. These figures are 
translated into dollars and not on the mark basis. 
Very few stores in Germany can show figures of sim- 
ilar rank for he says: “I don’t believe that the aver- 
age price per pair sold in German shoe stores will be 
higher than $3.35.” 

May we be forgiven for taking an example outside 
our country, but we use it to emphasize the fact that 
the right sort of thinking is not a matter of geography 
but of understanding the need for doing business on 
today’s base with the best possible selection, price and 
service. 
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Standardize. on Evans Brands 


Manufacturers of successful shoes favor Ruby Kid for its fine grain and silky feel 
... its perfection in conforming to the last. And they know from experience that they can 


count on Evans’ constancy in maintaining the highest quality standard. Here are advan- 


tages equally important to the retail merchant. 








BILTMORE MELODY 


EVANS LEATHER 
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A New Play Shoe 


Children’s Committee at Styles 
Conference Suggests New Type in 


Leather and Gives It Appropriate 
Name of ‘‘Daniel Boone’ 


Betieving that there is a market, 
more perhaps in shoe stores than in department stores, 
for a play shoe that is more expensive than the aver- 
age canvas rubber soled sneaker, the children’s com- 
mittee of the Joint Style Conference held last October, 
undertook the development of such a shoe. At the 
conference held earlier this month, such a shoe was 
definitely recommended to the trade, in the wording 
carried under the sketch shown at the top of this page. 

The name “Daniel Boone,” selected by the com- 
mittee, may be used by any manufacturer or retailer 





JORDA MARSH 
co NY 


Introducing the Newest. and Most 
Active Member of a Famous Family— 





Ye Olde Brick Play-Shoe 


$3 Sizes 1 te 6 


Combining the neat appearance and durability of 
an ordinary shoe with the light-weight of a sneaker! 


We had this play-shoe made to meet the sum- 
mer demands of active boys. Here are the 
specifications that mean value and comfort 
—specifications perfectly in line with our 
tradition of quality: 

1, The all-leather upper is unlined for coolness, 
No rubber to draw the feet! 

Webbed inner-stay at instep for extra support! 
. Light-weight, flexible and styled along lines of 


athletes shoes! 
. Leng-wearing red gristle-rubber soles and heels 


—may be resoled'at any time! 
Laced to toe to assure comfort! 


Smaller Boy< Larger Boys’ 
Sizes 11-12% Sizes 6%-8 


4g me 


This is the ideal play shoe for active boys 
—It’s bound to be a great success! 


Mail or phone orders filled—call HUB bard 2700 


BOYS’ SHOLS—THIRD FLOOR—MAIN STORE 


“2 - WN 
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Develops 


We venture to suggest a wew shoe for 
boys, an in-between play, sport, or out- 
ing shoe, laced clear to the toe, of 
elk or similar leather made of a welt 
or a McKay or stitched, with either 
leather or rubber sole, and we would 
suggest to identify it as a type the 
name “Daniel Boone” — Children’s 
Committee, Joint Styles Conference 


in exploiting this shoe. The stamped or embossed 
name together with the picture of Daniel Boone, 
shown on the ankle patch of the shoe above is purely 
a conception of a Boot AND SHOE RECORDER artist 
and is meant to be suggestive only. 

Even before the official announcement of such a 
shoe by the children’s committee of the styles con- 
ference, such shoes had been on the market. Brouwer’s 
of Milwaukee has been selling them for some time, 
and Jordan-Marsh Company, Boston, as indicated by 
the advertisement at the left, recently jumped into the 
exploitation of this type of shoe. The Jordan-Marsh 
advertisement clearly sets forth the advantages of 
this type of footwear and may be adapted by any re- 
tailer who cares to exploit this new type of play shoe. 

At least three manufacturers in the Middle West, 
plus two in Pennsylvania and one in Maryland are 
producing, or are ready to produce, these shoes. Prices 
vary, according to the process of manufacture and 
materials used, but the price range at retail should 
run from about $1.50 to $4.00, the latter price for a 
high grade welt shoe with gristle rubber sole. 


This play shoe of smoked elk, 
with flexible leather sole made 
by the pre-welt process, comes 
within the category of the types 
of shoes recommended by the 
Joint Styles Conference. The 
shoe also comes in beige buffed 
mule-skin in the smaller sizes 
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SHOE LACES | 


AN IMPORTANT LITTLE DETAIL 





The wide-awake manufacturer never 
neglects his laces for he recognizes the qual- 
ity lace as one of the smaller yet important 
items so necessary to the smart, finished ap- 


pearance of his footwear. 


Although the customer may not know 
that your shoe conceals a box toe, counter, 
shank, etc., he instantly sees the lace. A good 
looking, quality lace is a visible sign of inbred 
quality in the shoe itself. Equip your shoes 
with laces backed by 67 years of lace making 
experience. We can offer you a complete 
line of glazed, soft-finished, rayon, and mer- 
cerized laces for all types and grades of shoes 


at prices which make them unusual values. 


SHOE LACE COMPANY, 


(Successor to Joslin Manufacturing Co., Established 1865) 


PROVIDENCE, R. I. 
SELLING AGENT 


UNITED SHOE MACHINERY CORP., BOSTON, MASS, 
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Conference of Wholesale 
Shoe Trade Under Joint 
Auspices of National 
Wholesalers’ Association 
and New England Shoe 
and Leather Association 
to Add Interest to 13th 
Annual Boston Shoe Fair 
to Be Held at Hotel Statler 
July 11, 12 and 13 


Expect Big Attendance at Boston 


Some of the boys who are boosting the Boston Shoe Fair: Left to right, front row— 
Charles W. Morrill, Thomas A. Delany, John S. Whittemore, Charles E. Joss, H. W. Hun- 
















ter, William Noll; back row—jJames H. Lunney, George A. McIntire, William W. Brandt, 
C. N. Cogswell, Joseph M. Geary, Thomas Cogswell, H. P. McNulty, Harry P. Lynch. 


An exceptionally interesting three days’ 
program for the thirteenth annual Boston Shoe Fair, 
July 11, 12 and 13, is practically completed and gives 
every promise of making an even stronger appeal to 
the visiting buyers than that of any of the previous 
twelve shows. 

Hotel Statler will be well filled with representative 
sample room displays by New England’s leading shoe 
manufacturers and those in the allied trades, and it is 
the belief of traveling salesmen who recently have 
been visiting their western and southern territories 
that there will be the normal number of retailers, 
wholesalers and department store buyers in atten- 
dance. Apparently, the Boston Shoe Fair is this 
year timed for the “psychological moment.” 

An important feature of the three days will be a 
general convention and conference of the wholesale 
shoe trade, under the joint sponsorship of the Na- 
tional Association of Shoe Wholesalers and the New 
England Shoe and Leather Association. It has been 
thought advisable, in view of the many problems and 
complexities confronting all branches of the footwear 
industry at this moment, that such a convention will 
be not only timely but necessary. 

The sessions will be held at Hotel Statler during 
the progress of the Fair, and the program will include 
informal addresses by leading representatives of the 
trade and government officials. 
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The formal announcement of the convention reads 
as follows: “To the Wholesale Shoe Dealers of the 
United States: 

“We take pleasure in announcing that the National 
Association of Shoe Wholesalers has arranged to 
hold a Convention and Conference in Boston, Mass., 
July 11, 12 and 13, 1932, to which every wholesale 
shoe dealer in the United States is cordially invited 
whether or not a member of the Association. 

“The Convention will be held in Hotel Statler at 
the same time as the Thirteenth Annual Boston Shoe 
Fair, sponsored by the New England Shoe and Leath- 
er Association, and the management of which cor- 
dially joins in this invitation. , 

“The date of the Convention is well timed, for we 
are all hopeful that by July the clouds that have been 
hanging over economic conditions will be lifting and 
a clearer path for the future of business be visible. 

“The subjects to be considered at the Convention 
will include the following : 

‘The credit situation and how it should be handled.’ 

‘Cost of doing business and how to reduce it.’ 

‘The return merchandise evil.’ 

‘Elimination of unprofitable customers.’ 

‘The best methods of control of salesmen.’ 

‘The value of the Official Semi-Annual Style Con- 
ference to shoe wholesalers.’ 

‘Wholesaler contact with retailers.’ 

[TURN TO PAGE 60, PLEASE] 
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TIMELY SPORT SHOES 


FOR TIMELY SALES 
ASSURING GOOD PROFIT 





IN STOCK 


FOR IMMEDIATE 
SHIPMENT 


$965 
LESS 5% 


rom een, 


ABOVE STYLE 


9631—The Classic aera 
Combination Last. Black Calf and White : “aig, 


Elk, Wing Tip, Full Calf Quarter Linings, 
Back Sole, Leather Heel. A-8/11, B-7/11, 
C-6/1l, D-5/12. Also 11% in D. 


9726—The Classic 


Combination Last. Same as 9631 except Brown Calf and Genu- 
ine Pig Skin Natural Color. Rubber Heel. A-8/11, B-7/11, 
C-6/11, D-5/11. 


9719—The Fore 
Same as 9631 except Moccasin Pattern. Black Calf and White Elk. Rubber Heel. C-6/11, D-5/11. 


BOB SMART SHOE CO. 


Chicago Office—16C4 Republic Bldg. MILWAUKEE, WIS. Pittsburgh Office—305 Lyceum Bldg. 
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Advertising Ideas to 
= 

od ian Get Results 
pine at Minimum Cost 


Sunda: 
Day. We ‘ee with many who say that 
thie beautiful day has been too much 
commercialized, and yet, how oan one 
better exprese their love for one 
been so dear, than with an 


conrepriate gift. By A. G. HE | NM | LLER 


Two pe of Phoenix Hose, 
at $1.35, $1.65 and $1.95 per pair, 





have b t up 4 ite be isi i 
zm, bese i oy, 30 Fare, site Dente Advertising Manager, S. J. Brouwer Shoe Co., Milwaukee 
thers’ . 


Bincerely yours, 


8.J. BROUWER SHOE CO. 


Now that advertising men are 
—[ Mar. Hoatery Dept. watching their expenditures to be sure that every 
= dollar spent brings in its proportionate share of 
business, maybe the little misused, abused, non-used 
circular, folder or envelope enclosure will come into 
its own. 

I have always contended that this little item is the 
best piece of advertising that one can use. Best, 
because it is effective and costs so little. 

Standing at the wrapping desk of a store some. 
time ago, I heard the manager reprimand the sales- 


man for not wrapping one of these circulars in the 

package. The salesman said, “Nobody reads them, 

anyhow.” “How do you know that?” the manager 

asked. ‘Well, I never read them when I find them 
"eet in my packages,” he said. 


Thasie Sye 
710 66 2 wh, elf 


This gave the manager an opportunity to tell the 
salesman a little incident which he witnessed only a 
short time before. He had bought a package of 
tacks at the hardware store. He took them home to 
his wife, who opened the package and found a circu- 
lar advertising “Yankee” Push Drills. “Here, put 
that in your pocket and the next time you are down 
there get me one,” she said. “I can make good use 
of it, especially at house cleaning time.” 

[TUKN TO PAGE 42, PLEASE] 





Illustration shows two letters and 
SeeeweEs a circular used by Mr. Heinmiller 
HALF-YEARLY SALE with excellent results. The letter 
We will be ready to “serve” you begnnng stationery is perforated with the 
Monday, July 13th silhouette design and then backed 

: up with . cones Se of Paper 
to give the two color effect. Mr. 

Ne ae Heinmiller has found these letters 
Joe MEN, WOMEN & CHILDREN and also the circulars which he 
uses as package or mailing inserts 
seal ac i gh to be highly resultful when em- 
a suetee — BERODUI WEBS ois ceecteu awe ployed with discrimination and 


330 Weat Wie. »~ i i 
WAUWATOSA Se Latte tue Seer WEST ALLIS persistence. 
MILWAUKEE 
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Garside says... 
Many of our retailers this season have 
malgamated Hylite linings 
grade 


ate price.” 


PATENT APPLIED FOR 


Linings 


“Shoes lined throughout with Kid” is the slogan used by 
several outstanding Shoe Retailers. 


Here is a valuable merchandising idea, as it conveys an im- 
mediate impression of elegance and comfort. 


And the classic simplicity of brown kid footwear for fall can 
be highlighted by lining the shoe with HYLITE—that new 
and effective lining detail that is chic and produces a glove- 
like “‘feel’’ on the foot. 


HYLITES IN ALL COLORS 


Leather Companies, Inc. 


WILMINGTON, DELAWARE. 84 GOLD ST., N. Y. CITY 
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As forecast by the 
scores of editors of 


UNITED BUSINESS PUBLISHERS, Inc. 


and associated publications. 


The opinion of men in a position to 
speak dispassionately seems to be that the physical 
phases of the depression are past. While the distribu- 
tion of deflated values has not been equitable, we have 
already begun to consolidate our position. Pending 
legislation has been hampering constructive effort in 
this direction. 

However, present indications are that Congress will 
lay the grist of its labors on the doorsteps of the 
Public and Business by early June. Until this is done, 
uncertainty must continue. And even then, it is prob- 
able that between digesting this legislation, and 
pondering -on the outcome of the Presidential Con- 
ventions, June will have passed without particular 
progress. 

In-these times of financial confusion, the orderliness 
with which the fire insurance industry is deflating 
capital structure, carrying these freed funds to sur- 
plus, and maintaining the integrity and stability of 
this important industry is very heartening. Long- 
headed and hard-headed administration and ‘super- 
vision has made it possible for this industry to adjust 


E BUSINESS OUTLOOK 
FOR JUNE 


its affairs without ill-effects to either the public or its 
stockholders. 

The automobile industry expects to find an estimated 
145,000 purchasers of cars in June. Interest centers 
on the low price range, but additional production 


should continue to give some measure of benefit to the 


several supplying industries. : 


The larger: retail establishments, having decided to 


bear away from price emphasis toward quality, are 
now faced with diminished buying power in the cus- 
tomer range in which such promotion was expected 
to be most effective. Sound quality for the money 
now seems to be a possible and probable promotional 
theme. Stocks are generally lower, due largely to 
restricted credit accommodations. - ; 
Despite many benefits in individual cases or communi- 
ties, the broad aspects of the Goverhment’s credit -ex- 
pansion policy seem to be suffering from the préva- 
lent spirit of uncertainty. It is possjble that-when the 
tax measure is law, and business car begin to chart its 
course with greater certainty the credit situation will 
thaw out rapidly. 











BUSINESS SALES STOCKS COLLECTIONS COMMENTS 
Decided increase in June Collections running ; 
Stocks at retail heavier pip tod F Production increased 6.1% 
SHOES over May. More. pairs, in June than in May, and pone IN nt ee first three months of 1932 


but lower money income 
than June, 1931. 


heavier than June, 1931. 


basis. as compared with 1931. 





Passenger cars about 1% 


AUTOMOTIVE | better than May but 28% 


Retail stocks about the 
same as in May, 


Little change on passen- 


ger cars, trucks slower in Estimated sales for June: 


with 














(Domestic behind June, 1931. Trucks passenger cars decidedly June than in May. Both Passenger cars, 145,000; 
Field) off 9% from May, and lower, and trucks slightly lines much slower than trucks, 19,000. 
338% from June, 1931. lower than June, 1931. June, 1931. - 
" x Retail stocks still small, New models increasing 
AUTOMOTIVE | Probably little change but indications are that car exports; but marked 


from May, except as Ford 


E t Fiel 
eT —_ deliveries commence. in. 





these are now being filed 


teens enlargement is in trucks 
and parts. 








DEPARTMENT] jut 


Slightly better than May, 
up to 25% below 
STORES June, 1931. 7 1931. 


Slightly heavier, 
about 15% below June, 


but No change from May, but 
ge slower than June, 
1931. 


In @ few lines unit vol- 
ume is being maintained. 











June about 10% better 
than May, but about 15% 
behind June, 1931. 


HARDWARE 
below June, 1931. 


. 


June about 10% higher 
than May, and about 10% 


Fairly satisfactory with 
no change from May, but 
— slower than June, 
1931. 


Unseasonable May 
weather’ should benefit 
June retail business. 














Better in all lines in June 
than in May, and equal 
INSURANCE or better in life, but 
lower in fire or casualty 
than June, 1931. 


Life insurance leaders 
feel there is a possibility 
of exceeding June, 1981 
writings. , 


No change from May, but 
considerably slower than 
June, 1931 

















Slightly higher in June 
than in May, but less 
than June, 1931. 1931. 


JEWELRY 














No change from May, and 
much lower than June, 


June weddings, com- 
mencements and grad- 
uations should step up 
June “business, 


No change in collections. 
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here Convenience Counts ~ ~ 


You are overlooking a decided sales advantage 
if you are not stressing the advantage of lacing 
hooks on boys’ shoes. Boys like them because 
they are quick and easy to lace. Their mothers 
like them because the boy can be taught to 
look out for his own shoes . . . Stress these ade 
vantages with your customers . . . They mean 
readier sales. 


TUBULAR RIVET AND STUD CO. 
United Shoe Machinery Corporation, Selling Agents 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 


wae lt lia Al ai le 
ZEZEEI Ra aa a ALE 
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Illustrations on this page show the six shoes on which B. M. Kershaw does the major portion of his business. 


A TEXAS LAD LICKS THE BIG CITY 


[CONTINUED FROM PAGE 15] 


stock. A simple method is used. Instead of carry- 
ing three patterns somewhat alike, with a total stock 
of about 100 pairs, he carries one sure fire hit from 
stock in.all sizes and widths. He will have about 70 
pairs of this shoe on hand at all times, in widths from 
AAA to EEE. Customers will not be disappointed 
for want of a size, nor will they be lost for want of a 
style, for this store knows how to sell shoes as well 
as how to fit them. 

Approximateely 50 lines of women’s shoes are car- 
ried, with 34 lines classed as staples and 16 as sea- 
sonable novelties. A “staple shoe” is one having an 
estimated life of two years or better, while a novelty 1s 
good only for ten or twelve weeks. Novelties are 
watched very closely. The minute they begin to show 
signs of slipping, methods are taken to speed up the 
sales. For the two years this store has been operated, 
less than 100 pairs of shoes have been reduced in 
cost at inventory. That is how closely the stock is 
watched. 

In the hearts of most all shoe buyers there burns 
the conviction that they are born shoe designers. 
Kershaw is no exception to the rule, save that this 
creative spark is promptly suppressed when it begins 
to be made manifest in the sample room. Old Man 
Experience long since impressed on him the desira- 
bility of picking the best of the in-stock shoes suit- 
able for his own particular trade. This business of 
making up special staple or semi-staple shoes is too 
costly a game. Right now one cannot afford to take 
chances with guesses and “hunches.” Factories, in 
this buyer’s opinion, have a much better style knowl- 
edge than the average individual operator. “Why 
buck this condition?” he asks, especially when the 
tisks are so great and the rewards so small. 








Six types of shoes form the backbone in the Ker- 
shaw store. All of them are bought black and brown 
and some are carried in white the year round. This 
story would not be complete without a description. 

Style No. 1. Used for general corrective wear. 
Made on a corrective last and recommended for sensi- 
tive feet, also to those who are on their feet a great 
deal in homes or in business; so sells to housewives 
and nurses best. This shoe in black and brown kid 
and white washable calf. Has long counter and rub- 
ber heels. 

Style No. 2. For younger women. Made on a 
modified corrective last; comfortable, yet good look- 
ing. Has a 14/8 heel, snake trimmed, and comes 
in black mat kid and brown kid. 

Style No. 3. A wide one strap with a long counter 
and rubber heel; suitable for a bunion condition. 
Carried in black kid, brown kid and a few patent 
sizes. 

Style No. 4. Also a shoe for a bunion condition, 
but made on a 3 strap pattern. Black kid, imitation 
lizard trimmed, only. 

Style No. 5. Black kid step-in pump with a 15/8 
Baby Louis heel. Also in brown kid. This shoe is 
sold as a companion to Style No. 1; in many cases as 
a dress shoe. 

Style No. 6. One strap 15/8 Baby Louis heel. 
Black kid trimmed with black calf. This is for the 
women who cannot wear a gore pump. Carried in 
black kid AAA to E, brown kid AAA to D, and 
white kid AAA to C. 

Fully 80 per cent of the store’s business is on the 
foregoing styles. Sizes are always either on the 
shelves or on the way to the shelves every working 

[TURN TO PAGE 60, PLEASE] 
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STYLE No. 186 
made of 


COLOR No. 88 
LUXOR CALF 


giving style, class and dis- 
tinction to the fine work- 
manship of 


STONE: TARLOW Co., INC. 
BROCKTON, MASS. 
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THE WORLDS FINEST 
COLORED LEATHER 


Bil 








A GUARANTEE 
OF QUALITY 


In the building of fine shoes, the manufacturer de- 
pends upon the intrinsic value of leather and of work- 
manship as the only possible guarantee of quality. 
That is the business foundation for outlasting competi- 
tion of lesser values, for the merchant must build for 
profits before volume, customers before sales. 


LUXOR Calf is the ultimate in perfection of colored 
leather for men’s shoes. Its deep rich color is matched 


by its mellow feel. It has a fine grain with tight break. 
Takes and holds a shine. 


In the window trim it has that “Come in and buy me” 
appeal. 


At the fitting stool you can say to your discriminating 
customer: “This shoe, being made of Luxor Calf, will 
give you comfort with more miles per dollar of ser- 
vice.” 

Color swatches on _ request 

including our popular No. 88. 


LEATHER CO. 


GIRARD OHIO 


MANUFACTURERS OF FINE CA*LF LEATHER 
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Next time he went there he pur- 
chased a “Yankee” push drill at $2.25— 
increasing the original sale 4500 per 
cent. Not bad, eh? 

Another concert that I know of in- 
closed about 5000 coupons with their 
monthly statements. These coupons en- 
titled the bearer to a certain booklet 
containing valuable information for the 
housewife. The coupon had to be 
brought to the store, and almost 2000 
of them were redeemed during the fol- 
lowing months. 

It’s the old story. A thing that 
doesn’t cost us anything usually isn’t 
appreciated. I have been in advertising 
departments where these circulars were 
stacked up, thousands upon thousands 
of them, covered with dust and many of 
them out of season and obsolete. 

When I inquired about it, they told 
me that the “boss” always tells the fac- 
tory to sengh000 of everythingthey 
get out, and most of it is never used. 


Imprinted -Circulars Best 


Manufacturers are getting “wise”.to 
this and most of them now make a 
nominal charge of from $1 to $2 per 
thousand. Anyone knows that this 
hardly covers the cost of imprinting 
them. Speaking of imprinting, always 
have the manufacturer imprint them 
for you and use your regular “sig” cut, 
if you have one. Rubber stamping 
makes a very poor impression, looks 
cheap and usually is very indistinct. 
If you have to rubber stamp them, get 
a new fresh BLACK ink pad, and don’t 
use an old worn-out rubber stamp. 

If you produce your own circulars, 
which we frequently do, use a little 
color in them. Plain black and white 
usually looks “pretty flat.” The extra 
color is worth much more than the 
extra cost. Frequently a colored stock 
can be used with two colors of ink, 
giving the effect of a three-color job. 
Here are a few suggestions for using 
these envelope enclosures effectively. 

1, Order only as many as you are 
sure you can use. You wouldn’t order 
200 pairs of shoes if you felt that you 
could sell only 100 pairs. Use the same 
discretion in ordering this advertising 
matter. Even if it costs you little or 
nothing, it costs the manufacturer con- 
siderable. Don’t plan on using the left- 
overs next season. The chances are that 
by the next season they will be obsolete. 

2. As stated above, have the manufac- 
turer imprint them for you, even if 
there is a slight extra cost. 

3. This is very important. When 
these circulars come in, give one to 
each of your salespeople and insist that 
they read them. If you have store 
meetings (which every store should 
have), discuss the contents of these 
circulars to be sure that every one 
has réad them. These circulars are 
produced by the best advertising brains 
that the manufacturer can hire, and 
contain much valuable sales inform® 





Advertising Ideas to Get Results 


[CONTINUED FROM PAGE 36] 


tion. In these days, when new sales 
arguments are so badly needed, you 
will probably find them in these little 
advertising circulars. 

4. Enclose them with your outgoing 
mail, especially with monthly state- 
ments. : 

5. Place a small quantity at each 
wrapping desk. If you leave too many 
there, they usually get dusty before 
they*are used up. A smaller quantity 
also gives you a chance to check up the 
“wrapper” and see if she is using them 
faithfully. It also helps you to be sure 
that they will not lie there long after 
the season is over. If your store is de- 


partmentized, put men’s and children’s : 


circulars in the women’s department, 
women’s and children’s in the .men’s 
department and so on. If all the wrap- 
ping is done at one desk, instruct the 
“wrapper” to “cross” them as sug- 
gested above. Another suggestion is to 
put men’s golf circulars in men’s pack- 
ages When they buy dress shoes just 
before the golf season opens. Or hunt- 
ing bodt§ just preceding the hunting or 
fishing séa¥on, etc. 

6. If you have one or more boards on 
which you post your newspaper ads in 
a conspicuous place in your store (ev- 
ery store should have at least one), 
fasten two or more small containers at 
the bottom, just large enough to hold 
about 25 of these circulars. You’ll be 
surprised how many of them your cus- 
tomers will carry away. 

7. Be sure that they are always sea- 
sonable. 

8. Never put more than two circulars 
into one package or erivelope. And not 
more than one unless the items adver- 
tised are of a distinctively different 
nature. 


Circulars Real Sales Helps 


These circulars are the best salesmen 
that any store can have. They cost lit- 
tle. They: know no hours. They work 
when the store is closed. They sell by 
suggestion. They tell their story briefly 
and don’t talk too much. 

If you haven’t had any apparent suc- 
cess with them, you probably have not 
given them a real trial. Follow out a 
definite program as outlined here, and 
you'll get results. Try putting a coupon 
in the package or letter and see how 
many are returned. Above all, be fair 
with the manufacturer. This advertis- 
ing matter costs him money even if it is 
free to you. 

And now before someone checks me 
up, I'll make the rounds of our wrap- 
ping desks and ad boards to see that 
our “house is in order.” 





“Dolly Chic” Shop Opened 


ALTOONA, PA.—The Dolly Chic Shoe 
Shoppe, specializing in shoes for women 


and misses, has been opened: at 1502. 


Eleventh. Avenue, this city. One price 
—$1.88 the pair—is maintained. 
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Love the Children’s Shoe Business 
[CONTINUED FROM PAGE 19] 


Misses’ shoes that formerly sold at $5 
can now be sold at $4 and that differ- 
ence takes care of this downward de- 


'mand. Of course, in some instances. we 


merchandise a style or two rather 
close. 

But as to lowering our grades—noth- 
ing doing! I think it most unwise for 
any store that.has built up a fine repu- 
tation and a nice volume on children’s 
shoes to throw that all away by fesort- 
ing to lower grade merchandise. 

Ever since I can remember, in good 
times or bad; selling high priced or low 
priced shoes, customers have been ask- 
ing, “Haven’t you something cheaper?” 

Some of them really mean it. Others 
ask it through habit. Still others ask 
just so they can report that fact. to 
their husbands that evening. Then 
others yet ask it mainly to encourage 
the salesman to reassure their mind by 
justifying the price asked with definite 
reason for that price. 

And if the merchant listens too 
hard to these “price-askers” and puts 
in cheap grades, he will still continue 
to hear that same question, “Haven’t 
you something cheaper?” It will be 
asked for the same set of reasons. You 
can’t stop it. 

Even though their incomes are cur- 
tailed people have not become blind to 
the eventual economy of quality goods. 
They still want the best they can afford. 

So I insist it is better policy for us 
to hold our customers by holding to our 
grades, even though we be forced to 
accept a smaller profit temporarily to 
get our prices in line with the demand. 

Here’s something I never could under- 
stand. We all know that in every city 
the lower the price the more stores 
there are handling shoes at that price. 
Now, when a merchant decides to lower 
his grades in order to “meet” competi- 
tion, what happens? 

Just this: The lower he goes the 
more competition he “meets.” To sell 
these lower grades he has to appeal to 
a different class of trade. It’s just 
like starting all over again because, as 
I said, his old customers really do not 
want lower grades. They want the 
same grades at lower prices. 

I simply can’t see the sense in desert- 
ing one’s steady trade to go scrambling 
after new trade on a lower level—where 
the fight is thicker. Can you? 

Then to get back to my original 
angle. If a merchant really “loves” the 
children’s business and “leves’’ his little 
customers then it will hurt his feelings 
terribly to think of putting poorer 
quality shoes on their feet. To quote 
a familiar phrase, his thought will be, 
“This hurts me worse than it does you,” 
when he puts poorer fitting, cheaper 
quality shoes on his little friends. 

No, sir! If he loves the business he 
will much rather cut down_his own 
profit and thereby give his little cus- 
tomers shoes they will be proud to wear, 
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Shoe Store Service Section 



















DispLAY EQUIPMENT AND. SUPPLIES 


for the Retail Shoe Store 











Good Color Combinations Attract 


Harmonious Window Displays Appeal to Customers 


By J. M. WARD YOST 


With the exception of motion, 
color attracts the eye more than anything else. Every 
object that we see in any place has color. It is the 
one great distinguishing factor which enables us to 
separate in our vision one object from another. When 
darkness comes, we grope about blindly because we 
cannot see the objects that are familiar. Their color 
is hidden from us by the dark. 

As color enables the eye to separate one object from 
another, the sensation is emphasized to the extent that 
the colors differ from one another. An object of any 
color placed in front of a surface of the same color 
loses much of its identity, while the same object placed 
in front of a different or 
contrasting color will 
stand out and be more 
conspicuous. 

Color properly used in 
connection with shoe dis- 
plays not only adds to the 
appearance of the shoes 

but enables the display 
man to create many dif- 
ferent and _ interesting 
effects, even though the 
general appearance of the 


Soft toned backgrounds make the window appear 
larger, while dark or strong colors make it appear 
smaller. 

A background finished in bright or gaudy colors 
or with too much ornamentation becomes the pre- 
dominating influence. No matter how good the dis- 
play may be, it becomes secondary. The eye is at- 
tracted by by the background to the point that the 
merchandise, which should dominate, may be over- 
looked. 

People with a highly developed sense of color have 
no difficulty in selecting excellent combinations but 
anyone, with a little study, can do equally well because 
there are certain laws gov- 
erning color that may be 
learned easily by anyone 
lacking a natural instinct. 
There are several color 
charts which may be pur- 
chased and which enable 
anyone to select any com- 
bination of colors that may 
be desired. 

The three primary col- 
ors are red, blue and yel- 
low. The secondary col- 





shoe is the same. Only 
colors that tend to show 





the merchandise to advan- 
tage should be used as 
background effects. As a 
general rule they should 
be neutral so as not to de- 
tract from the display. 
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ors are orange, green and 
violet. The accompany- 
ing chart shows their re- 
lation to each other. Con- 
trasting colors are on op- 
posite sides of the circle, 
as green contrasts with 
.[TURN TO PAGE 58, PLEASE] 





































































| TAE SHOE STORE 





A Working Schedule for Busy 


Merchants 





JUNE will be a GOOD 

month—even in 1932— 

for shoe retailers who 
pian a vigorous merchandis- 
ing and advertising cam- 
paign for the month and 
then FOLLOW THROUGH 
On their plans! Have you a 
definite plan forthe month? 
If not, make one NOW! 











VHITE shoés~ should 
be prominent in your 
windows now. Gradu- 

ates, brides and summer 
vacationists are all excel- 
lent prospects. And feature 
sports footwear, too! Don’t 
let up on-Men’s. Summer 
Weights. . This is the month 
you'll ‘really cash in .on 
them. 


3 ADVERTISE vigorous- 


ly in June. Plan now 

exactly what you will 
advertise for each Saturday. 
For tomorrow, how about 
Children’s Vacation Shoes? 
The time is RIGHT and a 
good ad willkget results. Put 
in a-window to’ back up 
your ad of course. 


A KITE or rubber ball 
4 or balloon with every 

pair of children’s shoes 
today will cost very little, 
but it will make a lot of 
friends. . Don’t miss an op- 
portunity_to make the chil- 
dren like your store. Run 
a ‘Saturday’ Special on silk 
hose too. 





gram provide for a 

complete window 
change every Monday. For 
this week’s windows let the 
main theme be “SUMMER 
STYLES” and feature your 
most attractive numbers, 
especially sports shoes. 
And be sure that every 
pair in the window is plain- 
ly priced! 


6 IN YOUR June pro- 





folder today featuring 

Summer Footwear. 
Concentrate on the one or 
two prices which are giving 
you most of your volume, 
and if possible illustrate 
some of the actual styles. 
You might include one good 
Hosiery value as a “leader.” 
Feature white shoes for 
graduation. 


7 SEND out a mailing 


HAVE you changed 

your window back- 

grounds since Spring 
Opening time? If not, this 
should be done, and the 
general window appearance 
freshened up for the Sum- 
mer season. “Talking” dis- 
play cards, frequently 
changed can be made a 
background feature. 








YOUR mailing list 
9 ought to be cleaned up 

before it is used for 
Summer C'earance advertis- 
ing. Go over it carefully 
for wrong addresses, etc. 
Check carefully all unde- 
liverable returns from Tues- 
day’s mailings and see that 
they are removed from the 
list. 


a 


USE another good, 
10 strong style ad to- 

night for Saturday 
business, If posible have 
a good “Saturday § Spe- 
cial.” Freshen up _ the 
windows for Saturday’s 
selling too. Have you made 
the regular monthly inspec- 
tion of the store for Fire 
and Accident hazards? 





CHANGE your win- 
1 dow displays again 

today. If you will 
plan in advance a schedule 
of these weekly changes for 
the entire month you will 
find it makes your work 
easier, and insures a more 
equitable allotment of the 
space to your various foot- 
wear lines. 








CHECK all stocks 
14 today and make a 

list of all the odd 
lots, broken sizes and “turn- 
killers” that ought to be 
cleaned out. Then you can 
draw on this list for “‘win- 
dow specials” and leaders 
for your ads. Try to clean 
—_ all out before July 
st. 


TO DRAW a Satur- 
11 day night crowd a 

Wisconsin shoe store 
occasionally has a Shoe 
Auction at which a number 
of pairs. of shoes are 
knocked down to the highest 
bidder. Sometimes the 
store auctions off a few 
other items, such as a. sack 
of sugar, a bag of flour, 
etc. 














KEEP hammering 
15 away at the Men’s 

Summer Weight idea. 
An inexpensive mailing 
card would be worth while 
this week, or a mid-week 
newspaper advertisement on 
this line. If you do either 
of these things be sure and 
gg a window display to 
tie in. 





MANY shoe _ stores 
16 find it worth while 

to sell golf balls at 
a special price to draw men 
into the store. If yours is 
a golfing community this 
is worth considering. You 
can secure your own private 
brand of golf balls from one 
of several leading makers. 





Feature White Shoes 


and Sport Footwear 
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CALENDAR For JUNE - 





To Produce More Profit 


Through Planning 





THIS is the last 
1 month to concentrate 

on Summer style ad- 
vertising before the wave 
of clearance sales begin. 
Make tonight’s ad an in- 
teresting style ad, with em- 
phasis on sports footwear 
and “Assured Summer Foot- 
wear for Vacation Wear.” 
Liven up the windows. 


tire window for ‘“‘spe- 

cials” today, with big 
bold price cards that will 
make people stop and look? 
Your stock check, made 
ear.ier in the week, ought 
to have turned up all the 
items you need for such a 
Saturday trade stimulator. 


18 WHY not use one en- 

















MANY folks will start 
20 on vacations July 1st, 

so the new windows 
you put in today can very 
weil be vacation windows. 
And make them unusual! A 
few pieces of luggage, some 
railway posters, etc. can 
easily be secured to give 
the vacation atmosphere. 





DURING July why 
21 not plan to give a 

numbered coupon 
with every purchase in your 
store. You can then ad- 
vertise a number of mer- 
chandise prizes which will 
be given away at the end 
of the month to those hold- 
ing the winning tickets. 
This will help your July 
sales! 


ARE the fans and ice 
25 water tank in _ ser- 

vice? See that all 
salesmen are up on their 
toes to land every possible 
sale. Have each one carry 
a sample of your hosiery 
specia's in his pocket so 
that he can bring them to 
the attention of every shoe 
customer. 


If you have not used 
22 any of the direct mail 

suggestions made 
earlier this month then you 
should surely send out a 
mailing on “Vacation Foot- 
wear” this week. Why not 
advertise “Buy Your Vaca- 
tion Footwear. in June at 
July. Clearance Prices?’ 
Play up white’ and sports 
footwear. 














AN AD on_e sports 
23 footwear will be 

timely any time now. 
As a feature you might 
offer a pair of Golf Shoes 
free to the player making 
the best score on the local 
course July 4th. Are find- 
ings displayed where every 
customer is sure to see them 
in passing? 


cation windows this 

week, but change 
them around so they don’t 
look the same. Check 
stocks again, with the com- 
ing July Clearance in mind, 
so that you will have a 
pretty good idea of just 
what you are going to have 
to offer next month. 


27 CONTINUE your va- 





TONIGHT’S ad for 
24 Saturday selling 

should continue the 
“Vacation Footwear” story. 
You will need specials to 
bring in the customers, so 
why not have a “Saturday 
Selling of MHosiery’’ with 
possibly a good special on 
the very popular mesh hose 
everybody’s wearing? 


petitors will start 

their July Clearances 
earlier than usual no doubt. 
Why not get the jump on 
them by sending out a card 
to your customer list offer- 
ing “July C’earance Prices 
in June!” and inviting them 
to come in before the sale 
is advertised? 


28 THIS year your com- 





good mid-week ad to- 

night. If you don’t 
want to advertise sale 
prices to the general public 
make the ad a “Summer 
Styles” ad. And don’t. for- 
get children’s shoes. Fam- 
ilies going on vacation the 
last of this week will be 
good prospects. 


2 THERE should be a 








TOMORROW you 
30 begin the second half 

of 1932. Are you go- 
ing into it with a PLAN 
that will enable you to keep 
up sales in this difficult 
year? It be done— 
people are still going to 
wear shoes! It’s up to you 
to make an aggressive bid 
that will get the business! 























Next month marks the 
real beginning of the 
Summer vacation season. 
Feature sports shoes, 
white shoes and outdoor 
footwear of every kind. 
With proper promotion, 
seasonable shoes can be 
sold at a profit in July. 
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E have talked to a number of shoe re- 


tailers who are very much discouraged 
over their sales volume, feeling that they are not 
getting their share of available business, and are 


wondering why. 


The cut price appeal is about worn out. The public 
is slowly but surely veering away from this appeal 
because people are finding out throught bitter ex- 


perience that low prices do not always mean bargains. 


One of the most effective weapons in the fight 
for volume is proper, scientific store arrangement 
and modern equipment. In good times or bad, 
customers will naturally gravitate to the store 


where shopping is easy and pleasant, where the 


GRAND RAPIDS 
STORE EQUIPMENT 


GRAND RAPIDS STORE EQUIPMENT CORPORATION 


Executive Offices: Grand Rapids, Mich. Branch Offices and 


. OF FINE STORE EQUIPMENT . 





Sn the fight: for SALES 
Volume... 


representatives in NAME 
every territory. Factories: Grand Rapids; Portland, Ore.; Baltimore; N. Y. City 


STORE PLANNERS, DESIGNERS AND MANUFACTURERS 


merchandise is attractively displayed, and where 
they can be waited on with a minimum of 


inconvenience. 


People are still spending money — but they are 


more particular how they spend it and where. 


We have gone through many years of experience 
in helping shoe merchants solve their merchan- 
dising problems. We have in our files many letters 
attesting to the immediate and substantial benefits 


which follow a program of modernizing. 


Don't “wait for business to pick up.” Every 
day that you are working with poor equipment is 
costing you money. Keep your store modern, your 
selling tools sharp. It will repay you in increased 


volume and profits. 


It doesn't obligate you to call us in for consultation. 


The coupon is for your convenience. 





MAIL THIS COUPON TODAY 


GRAND RAPIDS STORE EQUIPMENT CORP., 

Dept. F-6, Grand Rapids, Mich. 

Please send me literature and information on your Store 
Planning Service and Equipment. No obligation implied. 








ADDRESS. 
CITY. STATE 
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NATIONAL NEWS 
» HOW’S BUSINESS 4 


Leather Consumption Stable 

NEw YorK—The New York Hide Ex- 
change in its quarterly bulletin issued 
today points out that it is highly excep- 
tional to note that the consumption of 
leather was relatively stable during the 
first quarter of this year when, consid- 
ering the decline in demand for other 
major commodities, a slight increase is 
being shown in the consumption of cat- 
tle hide leather during the first three 
months of 1932 compared with the same 
time last year. 

Figures on stocks of finished cattle 
hide leather reflect a steady monthly 
decline during the first quarter of this 
year and at the end of March were 
about 4 per cent lower than at the 
same time in 1931. 

An analysis of the monthly figures on 
cattle hides put into the process of tan- 
ning indicate a comparative slowing up 
in the manufacture of leather since 
last August, a steady monthly decline 
having been registered in the figures 
compiled since that time. 














Hide Prices Irregular 

NEw YorkK—Values on the New York 
Hide Exchange moved irregularly but 
generally downward the greater part of 
last week and for the period ended May 
28 hide futures registered net losses 
ranging from 5 to 20 points. Futures 
trading was along conservative lines 
and operators appear to be adhering to 
a waiting policy pending stimulating 
developments in the hide and leather 
situation, spot hide markets being quiet 
and colorless. 





Consolidated Shoe Corp. Expanding 
INDIANAPOLIS.—Construction work on 
two additional units to the plant of the 
Consolidated Shoe Corporation at Sey- 
mour, Ind., will be started at once. 
One of the units will be a two-story 
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SATURDAY, MAY 28, 1932 


building, 80 ft. long and 45 ft. wide 
and the other a second story on what 
now is the packing department. Sam 
B. Wolf, Jr., is production manager 
and vice-president. The corporation is 
intending to increase its payroll in 
Seymour about $1,000,000 during the 
next six years, officers said, as a result 
of the completion of its expansion 
plans. 





SHOP TALK 
By 
H. F. B. 


Shoe retailers today 
Have plenty of problems 
But one that cries 
Aloud for solution 

Is that of returns 


It seems, say two 

Big shots in the retail 
Game, who don’t 

Want their names used 
That women are getting 
All the thrills of 
Shopping without paying 
Out their good money. 


In other words they 

Order shoes charged and sent, 
But the shoes come back 

In a day or so with no 
Explanation of why they 

Are returned to the store. 


“Maybe,” said one retailer, 
“When the shoes get home, 
Friend husband looks at the bill 
And insists that the shoes 

Be sent back and that the 

Little wife hop down .town 
Again and buy herself 

A cheaper pair of shoes.” 


At any rate, returns 

Of this sort are growing 
Alarmingly—And now is 
The time for some sage 
To tell the shoe trade 

How to stop them. 


Any suggestions will be 
Most gratefully received. 

















EVERY WEEK 
>» WHAT’S SELLING 4 











Whites Featured in Chicago 


CHIcAGO—A warm week-end with 
summer heat brought white shoes into 
the foreground in Loopstore windows. 
Various retailers report a big Saturday 
business. Women are eager for Sum- 
mer and eager to buy, it is said. Many 
window displays are attractive with 
sports shoes and other summer models. 
At Carson Pirie Scott and Company’s 
there is a card in the window announc- 
ing: 

No Linings 
Perforations 
Sandals 

Cellophane sandals are a special item. 
Cutler’s “Island Window” has an all 
patent leather display with a conspic- 
uous card bearing the new price mark, 
$3.70, in the center. Cyt-outs, sandals, 
straps and oxfords are all shown here. 

At the Hub Mr. Spalo reports that 
in men’s shoes the hot weather over 
the week-end helped a lot to boost busi- 
ness. All-white sport shoes are good 
sellers. The proportion of these in com- 
parison with two tones (black with 
white and brown with white) is con- 
siderably larger than last year. This 
department is pushing a campaign to 
promote tan shoes to take the lead over 
black for men’s wear. Men in the 
store are wearing tans as part of the 
advertising program and already this 
campaign is proving successful. It is 
hoped it will materially increase the 
volume of business. 

At F. E. Foster and Company’s, Mr. 
Burgstahler is another to report fine 
week-end trade. This house is expect- 
ing a good white season. Kids and calf 
the favored materials, with white buck 
for spectator sports. Few fabrics and 
mesh shoes are shown here. Conserva- 
tive models with cut outs, and perfora- 
tions are selling along with some models 
in sandals. Black is the biggest seller 
but brown is holding its own surpris- 
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Efficient Stock Record 
(Cards) An Aid to Profit! 
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DEPARTMENTAL SUMMARY — 


tons at SE) 


na mae | eR omane sos wane 


asne SAD MARE Bee = 
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TRANOFreR our 
ano came 


— ave eeeo oo — eno — 
nUMeERS pate "o ene 


< 
Form nD. ano PLAC CRED ! tee Ane 


s aLeswan 


a ; Helps you to buy 
customer's wane ‘ al nee : as you PO 
xponess- oO cwitentns ie gy . know whether “— 
‘ pat way with a profit, 
to go light on slow 
movers, to re-size 
frequently on 
wanted styles and 

sizes. 


Do Dames More Efficiently by Installing the Recorder Stock Record Card System 


iu 


Complete Initial ee? (not tating” 


work file $4.00 extra, delivered) .. .$5.50 

Consisting of— 

150 cards, of which 50 triplicate sets for 

size-up orders, Forms A-B-C 

2—Departmental Summary Sheets 

1—lInstruction Guide 

1—Cloth, Stiff-Cover Binder 

5—Pads Sales Record Slips (100 to pad) 

1—Pad Refund Record Slips (50 to pad) 
Stock Record cards 9”x12” fit the standard size correspondence file, 
for permanent filing, whereas the “work file’ shown on the left 
makes it easy to see at a glance just how you stand on pair units 
for each stock number. 


te ary Sp SERVICE DEPARTMENT 
BOOT AND SHOE RECORDER 

367 W. aed Street 

Chicago, Illincis 

Gentlemen : 


Please send me samples and prices of your? 
Stock and Daily Sales Card Record. 
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ingly well, it is said. This is doubtless 
due to the preference women are show- 
ing right now for the harmonizing 
brown in accessories with beige cos- 
tumes, according to Mr. Burgstahler. 
There has been a two dollar readjust- 
ment price scale in conformity with 
general price trends, he says, but no 
price slashing. This house intends to 
maintain its standard of quality. 
There has been a splendid early sel- 
ling of white shoes at Marshall Field 


and Company’s Last week’s trade was - 


excellent. They are featuring right 
now two fabrics new this season that 
are said to wear, clean and tint well. 
In dark colors black is the leader with 
brown following and blue keeping up 
surprisingly well. Sandals are still a 
choice for evening and afternoon wear 
and it is thought here that later they 
will also be worn on the street by 
smartly dressed women. There is a 
definite trend toward lower heels, 
many sandals being shown in sixteen 
eights heels, in both Cuban and Span- 
ish. Ensembling of bags with shoes is 
being put over in a big way here. 
Besides displaying these accessories in 
the shoe departments salespeople are 
suggesting to each shoe customer that 
“there is the correct bag for every pair 
of shoes.” This salesmanship is bring- 
ing splendid results. In the Young 
Modern section sandals still lead in 
whites. Besides patents, blues and 
browns there is an unexpected call for 
beige. Perforations are sti!l good. 


Rani Lizards for Fall 


New YorK—Steady and considerable 
sampling of Rani lizards for Fall shoes 
is noted by Bayer-Robertson Leather 
Corporation, of New York. The prom- 
ise of a tremendous use of tweeds next 
season, in coats, suits and combination 
sports apparel, is credited with the 
marked interest shown by manufac- 
turers of better grades of women’s 
shoes in Ranis, particularly those 
tanned in contrasting, two-tone effects. 

It is recalled that Rani lizards rose 
to great selling volume two years ago 
with the ascendancy of tweeds in ap- 
parel and the same development is 
firmly expected to bring this species 
of reptilian leather to the crest of 
employment in Autumnal shoes. Rani 
lizard has an unusually tough texture 
for its light weight. A new tannage 
of reptilian leathers has been recently 
perfected at the Bayer-Robertson plant 
in Newark, which is said to enable the 
offering of these skins. 

One of the models shown by Bergdorf- 
Goodman at the recent Joint Style 
Conference was the Rani family and 
evoked much favorable comment because 
of its becomingness to the Fall ensemble. 








Cellophanes in Atlanta 


ATLANTA, GA.—Oscar Thompson, 
veteran shoe man and manager of 
Rich’s Shoe Department, recently stole 
a march on other shoe dealers in Atlan- 
ta by being the first to display and sell 
the new cellophane shoes. Models with 
straps, ties and sandal toes were shown, 
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white with brown trimmings, and with 
high and medium heels, and an initial 
shipment of 500 pairs of these shoes was 
sold out in three days’ time. Consider- 
able interest was displayed in the cello- 
phane shoes, and mail orders were 
received for them from all parts of the 
southeast it is reported. 

All white summer shoes of kid and 
mesh combined are selling well, as was 
predicted by Mr. Thompson some 
months ago, and in May the depart- 
ment had one of its most successful 
anniversary sales, 





Features Four Ounce Pumps 


AKRON, OHIO—E. B. Belhumeur, 
buyer of women’s shoes for the A. 
Polsky Co. here, features lightness of 
weight as a selling argument in con- 
nection with a four-ounce opera pump. 


New! 


Polsky’s is one of the 
first stores in America 





4.-ounce 
Operas! 


Brand new—and destined to 
revolutionize pumps just as 


the unlined ghillie tie has 
revolutionized sport shoes! 
Tipping the scale at a bare 
four eunces ... it’s a shoe 
that fits better, looks better, e 


and is far more comfortable! 
In soft kid, in the smartest 
shades, and sizes 3! to 8 
with AAAA to C widths. 





POLSEY'S—MAIN FLOOR 


One of Polsky’s ads featuring four ounce 
opera pumps 


In speaking of the excellent response 
to the store’s publicity on this shoe 
Mr. Belhumeur said: 

“We have developed quite an opera 
pump business. In this connection we 
made the discovery that women were 
very favorably impressed with lighter 
weight shoes. When Sherwood Shoe 
Company of Rochester showed me their 
four-ounce pump I became enthusiastic 
over the idea and succeeded in per- 
suading them to carry these pumps in 
stock in both baby heels and high heels 
in various leathers and colors. 

“We received the shoes, introduced 
them in a small way and although we 
have had but three ads we are now 
averaging 100 pairs per week of four- 
ounce opera pumps, which is a fair in- 
dication that the present trend is defi- 
nitely toward lighter weight shoes.” 
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GREAT 
LINEY 


To say that— 


q| 


DUDE RANCH CAMP MOCS 


GENUINE GOODYEAR WELTS 


—is a great line does 
not make it great. You know that. 
But by actual sales records, repeat 
business, evidence of extra long 
wear, in short by actual perform- 
ance, it is a great line. That's why 
leading merchants are pushing it. 
Write for our attractive franchise 
proposition. 





_ ' 

yaa ha 

Sy. SCHOOL and SPORT FOOTW! 
“\,_ for Well Dressed Girls 
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IN STOCK— Always 


The 
COURT 


Style 302—-Camel elk moccasin toe 
oxford, log cabin elk trim. 

Style 356 — Light smoke elk mocca- 
sin oxford, coffee elk saddle, nat- 
ural sport gristle sole, and 8/8 
gristle heel. 

Style 357—White elk moccasin ox- 
ford, black elk saddle, white sport 
gristle sole, and 8/8 white gristle 
heel. 

Sizes: 3144/8 AAA—3/8 AA-A 
24%4/8 B-C 


Write for Dude Ranch Camp Mocs cata- 
log showing complete line in natural 
colors. 


THE JUVENILE ‘SHOR CORPORATION 


AURORA MISSOURI 
- St. Louis Sales Office, Jefferson Hotel 
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WHERE TO BUY 
Men’s Shoes 


1 ali ech ahi ili ial elie 


2, 


(P) su triczapcp- mam (P) 














and MILLER COOK SHOES 


A. E. NETTLETON CO. 
BH. W. COOK, President 
Syracuse, N. Y. 



































scam CRADE ONLY’, 


EAST WEYMOUTH, MASS. U.S.A. 











“A MAN’S DECISION” 


THE 





N. Y.—015-917 Marbridge Bldg. 











WHERE TO BUY 


Shoe Forms 


| Zany Forms| 


FOR SHOES AND HOSIERY 
made from white, 
transparent or colored 
FAIR YLITE 
Shee Form Co. Inc., Auburn,N.Y. 
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Cannon Shoe Co. Buys Newark Chain 


BALTIMORE, Mp.—The chain of shoe 
stores operated throughout the country 
by the Newark Shoe Stores Co. and the 
Phoenix Shoe Stores, controlled by the 
Newark Shoe Co., of Baltimore, has 
been sold to the Cannon Shoe Company, 
of Boston, Mass., according to a deed 
filed at the Land Record Office in Bal- 
timore. Included in the sale was the 
store-front building and lot at 426 East 
Baltimore Street, Baltimore. Convey- 
ance was from G. W. S. Musgrave, 
Robert N. Baer and Hyman Paul Rome, 
Baltimore attorneys, trustees in bank- 
ruptcy for the Newark Shoe Stores and 
the Phoenix Shoe Stores. The consid- 
eration in the transaction was not dis- 
closed. 

According to the announcement made 
of the transaction, the Baltimore prop- 
erty on East Baltimore Street is one of 
the 157 shoe stores throughout the 
country sold in the bankruptcy proceed- 
ings to the Cannon Shoe Company by 
the trustees. A warehouse at Mc- 
Sherry, Pa., also was included in the 
transaction. 

The Newark Shoe Co., of Baltimore, 
whose main offices and plant was lo- 
cated in a large building at 719 West 
Lombard Street, was headed by M. 
Samuels, and at one time operated a 
large chain of shoe stores throughout 
the country, including about a dozen in 
Baltimore. The concern operated most 
of its stores under the name of the 
Newark Shoe Stores, though others 
were operated under such subsidiary 
names as the Dixie Shoe Stores and 
others. 





Washington Observes Sport Shoe Week 


WASHINGTON, D. C.—At the regular 
monthly luncheon meeting held at the 
Harrington Hotel, the Washington 
Shoe Retailers Association unanimously 
agreed to call the week of May 23 to 28 
Sport Shoe Week. It was generally 
believed that concentration of adver- 
tising on this particular type of foot- 
wear would increase sales. 

So that all members of the associa- 
tion may fully understand the purpose 
of the drive an article on Sport Shoe 
Week by Arthur D. Anderson, editor 
THE Boot & SHOE RECORDER, was sent 
to every member of the association. 

Suggestions were invited on the 
desirability of having a stag party at 
one of the summer resorts to prv- 
mote greater harmony and friendliness 
among associate members. 





National Shoe Co. Moves 


AKRON, OH1I0—National Shoe Co., for 
many years located in the S. Main 
Street shopping district, has moved to 
70 S. Main Street in new and larger 
quarters. New fixtures and appoint- 
ments have been installed and stocks 
have been expanded. 
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Faust Reorganizes Store 


DETROIT—Paul Faust has reorganized 
his store at 6237 Chene Street, under 
the name of Paul’s Shoe Company, Inc. 
The new company has been capitalized 
at $10,000, with an issue of 1000 shares 
of common stock, and incorporated un- 
der a Michigan charter. In addition to 
Faust, L. Korn is associated in the own- 
ership of the business. This store, to- 
gether with one in Hamtramck, Mich., 
a suburb, was known as Paul’s Bargain 
Shoe Store in the past. 








Urges Summerweight Promotion 


BostoN—In a special! bulletin to the 
retail shoe merchants of its section, 
the New England Shoe and Leather 
Association urges them not to allow 
the current business unsettlement to 
cause them to relax their interest in 
pushing summerweight footwear this 
month. 

“It has been our privilege for a 
number of years to remind the retailers 
of New England of this annual oppor- 
tunity of increasing sales of men’s 
shoes and we believe that the move- 
ment should be pushed harder than 
ever this year,” says the association. 





Winkelman Opens Another Store 


New York—Winkelman will open 
their second store on Fifth Avenue on 
May 20. The new store is at 535 Fifth 
Avenue at Fourty-fifth Street. 

Louis Winkelman said: “It is very 
gratifying that in the face of generally 
depressing conditions the growth of 
Winkelman business permits of our 
carrying out our expansion program 
at this time. Our policy at 471 Fifth 
Avenue has been based on the belief 
that values and values alone will bring 
out idle dollars. Our second store at 
535 Fifth Avenue will be operated on 
this same policy and will sell the stand- 
ard Winke'man quality of shoes at the 
same prices.” 





Jungleland for Children 


CANTON, OH1I0—Stark Drygoods Co., 
largest Canton department store has 
just completed installing a Jungleland 
Shoe department for the children, lo- 
cated on the mezzanine floor. New 
department is one of the most novel 
to be found in this section of the State 
and will stress Red Goose shoes for 
juveniles. Several hundred children 
were guests of the store on the occasion 
of the opening and each received a 
souvenir. 





Opens New Store 


MILWAUKEE, WIs,—The Standard 
Shoe Co., of which A. L. Swed is presi- 
dent, has leased a site in the downtown 
Warner ‘Bros.’ Theatre building where 
one of Milwaukee’s most up to date 
shoe stores has been opened. The ad- 
dress is 218 W. Wisconsin Ave. and 
was formerly occupied by another line 
of business. The Standard will handle 
men’s shoes. 
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‘Carl (=> Ise 


That’s what you’re buying when you or- 
der your fall shoes in: 


a No. 172 


From your own experience, you know 
that this rich, deep brown is a shade 
that your customers will accept for wear 
with any costume color, you know that 
the quality of the leather insures smooth, 


comfortable, well-wearing shoes. 


New Castle at lee |) ths Quality 





be Now Csile ule C.. She 


Clawnplles by request to Af 1702-100 Gold Areet, New York 
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WHERE TO BUY 


Men’s and Women’s 


Shippers ~ 








 eciciaiiiieatialiens 


Genuine Hand Turned 
ta-Steck te Retall 


Me. | 
ae ten 
$1.90 . 





© L. B. EVANS SON CO., Wakefield, soeu) 














QUALITY TURN 
D’ORSAYS 


All Colors A & C in Stock 
te Retail at $2.00 
Write for catalogue 
FREEMAN-THOMPSON 
SHOE COMPANY 
St. Paul, Minnesesta 














W. S. CHASE & SONS, INC., 
HAVERHILL, MASS. 
Stock  Mon’s Full Leather Lined 

” Handturned Slippers 


Priced from $1.75 
Kid Pullman Slippers 
colors and Black with 


Snap Pocket sido 
Zipper Pocket $1.50 











Ballet Slippers 








BLACK KID BALLET 


SLIPPERS 
Soft and Hard Toe 
Ladies’ 2 DNs. cehees bvssees $1.85 
"2 SN BO aaa 1.80 
LS Raa 1.25 


Hard Toe $1.00 au ir Higher 
ROTH 8 e 
6560 N. 4th St., Philadelphia 








In Stock Black Kid 
Ballet Right and Left 
Last 
Ladies’ $1.20 pair 
Misses’ $1.15 pair 
Childs’ $1.10 pair 
BLOG SHOE CO., INC. 
147 Duane Street 
New York City 











*_KENDALL’S "*°7tie™ 
GRECIAN CAMP 


TENNIS AND 
DANCING SANDAL 
Full Sizes Only 
from 6 child’s to 
women’s 


Made of Elk 
Brown 










fi 


Single Pairs 
$1.15 

{2 Pair Orders 
$1.00 

















+ KENDALL SHOE COMPANY + 
HAVERHILL, MASSACHUSETTS 
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Frank E. Ballou Honored 


Proviwence, R. I.—Frank E. Ballou, 
widely known shoe retailer and repre- 
sentative to the State General Assem- 
bly, was recently tendered a testimonial 
dinner by the Retail Credit Grantors 
Association at which he was presented 
a framed copy of a resolution commend- 
ing his success in bringing about the 
passage of the Rhode Island General 
Assembly of the Small Claims Court 
Measure. This measure, passed some 
time ago, allows retailers and others to 
collect book accounts through a small 
claims court. It has worked very suc- 
cessfully, and has been of inestimable 
value to retailers in controlling losses 
from small debts. 





Kaplan with Colonial 


BostoN—Benjamin J. Kaplan, for- 
merly president and treasurer of the 
Crescent Tanning Company and presi- 
dent and treasurer of the Buckman 
Tanning Company for many years, is 
now affiliated with the Colonial Tan- 
ning Company. Mr. Kaplan has‘ had a 
long and varied experience in the manu- 
facture and distribution of fancy and 
colored patent leather. 

He is now building up an entirely 
new line of colored and fancy patents. 





Carlin, Philadelphia Vice-President 


PHILADELPHIA—The Philadelphia Re- 
tail Shoe Salesmen’s Association, at its 
semi-weekly meeting May 12 at the 
Adelphia Hotel, elected William F. 
Carlin, of Harper’s-Walkover Shops, 
vice-president of the organization. Mr. 
Carlin is a salesman for the Harper’s- 
Walkover company. 

The Philadelphia Retail Shoe Sales- 
men’s Association is an organization of 
men in the retail shoe business to pro- 
mote study and development of proper 
salesmanship. Starting a little over a 
year ago with a group of seven, it now 
numbers nearly a hundred among its 
members. Benjamin Silverman is presi- 
dent of the organization. 





Nofsinger with Ritter & Morrison 


PITTSBURGH, PA.—J. -Robert Nof- 
singer, for a number of years engaged 
in the retail shoe trade here, has be- 
come associated with Ritter & Mor- 
rison, specialists in women’s and misses’ 
footwear, who operate a large store at 
501 Liberty Avenue. Mr. Nofsinger is 
first vice-president of the Pittsburgh 
Shoe Retailers Association. 





Edgar Hart, Political Leader 


INDIANAPOLIS, IND.—Edgar Hart, 
widely known shoe retailer of this city, 
has been elected Republican county 
chairman. He had been indorsed by the 
majority of the nominees in the county 
and won easily. 
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>» PROMOTING SPORTS 4 


Sports shoe promotion has swept the 

country. Above is the front page of an 

attractive folder in gold and black on a 

gray background devoted to men’s sport 

shoes distributed by the Florsheim Shoe 
Company 








William C. Hunneman with 
Mitchell & Peirson 


PHILADELPHIA—William C. Hunne- 
man, Jr., has been elected vice-president 
and general manager of Mitchell & 
Peirson, Inc., manufacturers of glazed 
kid. Mr. Hunneman was formerly 
president of the Castle Kid Company, 
Inc., of Camden, previous to this time 
being vice-president and general mana- 
ger of C. J. Matthews & Company. Inc., 
prominent glazed kid tanners. Mr. 
Hunneman brings to the Mitchell & 
Peirson concern a wealth of diversi- 
fied experience in the various branches 
of the business. 

Frederick M. Mitchell, formerly sales 
manager of Mitchell & Peirson, Inc., has 
again become associated in the same 
capacity and will make his head- 
quarters at the tannery offices, Thirty- 
Six and Reed Streets, Philadelphia. 





Lordon Heads Forum 
PITTSBURGH, PA.—F rancis J. Lordon, 


. manager of the men’s department of 


the C. A. Verner Company, shoe mer- 
chants, has been elected president of 
the Pittsburgh Retail Forum. Mar- 
garet Kennoy, of the Research Bureau 
of Retail Training, University of Pitts- 
burgh, is secretary and treasurer. 





Heilman Opens Store 

ToMAH, WIs.—William Heilman has 
opened a shoe store here, carrying a 
complete line of men’s, women’s and 
children’s shoes. 
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ll & Smart pump of Beaufelt in brown with trim of beige and burgundy. 
lazed Designed by the United Shoe Pattern Company. 

nerly 
any, 
time 
lana- 


fe. Beaur ELT is soft, supple and light s+ + yet with enough 


Ree 


li tensile strength to make shoes that hold their shape. Water repellent, moth repellent, easy 


nches 


_ to clean, non-crocking, it is found in every fashionable shade for shoes and other accessories. 
., has 


same 
head- 


a. 1 Beaufelt supplies a new and interesting note in shoe fabrics. It cuts beautifully, perforates 


perfectly and its dull sheen sets off any decoration. © Specify Beaufelt when you 








don, 
_* order felts for Fall. It will eliminate the grief of returns and adjustments for you. 
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“8 SUNFAST THE FELTERS COMPANY, INC. 
‘y: WATER. MAKERS OF FINE FELT FABRICS 
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ing 2 300 FOURTH AVENUE, NEW YORK CITY 


s and Be 


BOOT AND SHOE RECORDER 
ombining THE SHOE RETAILER, May 28, 1932 55 


REPELLENT BOSTON CHICAGO ST.LOUIS DETROIT LOS ANGELES PHILADELPHIA 






8, 1932 





Nicer inh stcesrns 












































Se eta ae ee eee 














WHERE TO BUY 


Children’s Footwear 





Goodyear Welt 
Shoes in Stock 


WISWELL-TREANOR 


7) SHOE CO. 


CEDAR GROVE 
WISCONSIN 





r . TRAE i — - — 
FOR BOYS | KAMPTRAMP [FOR ea 
1 — cee es ener 


HOE = 





Tan and Smoked Elk Moccasins 
Goodyear Welts In Stock 


5/8—Infants’ 
8%/12—Child’s 
$2.25 











ADAMS. 


PLUTSFLELD, No 


BROS. 
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Women’s Shoes 


O68 6 8 ES 





CUSHION SHOES 





FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 
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Riding Boots 
| RIDING BOOTS 
IN-STOCK 


For Men, Women and 

Children—also 

Jodhpurs and Field 
Boots. 


Write for catalog, 
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>» ON THE SELLING END « 


News of the Travelers and Sales Activities 


Travelers’ Back Beston Fair 


BostoN—Members of the Boston Shoe 
Travelers’ Association placed them- 
selves solidly behind the Boston Shoe 
and Leather Fair at a well attended 
luncheon meeting held in the associa- 
tion headquarters, Essex Hotel, on 
Saturday, May 21. 

President Charles E. Joss presided 
at the head table and introduced as 
speakers William J. Fallon, president 
of the New England Shoe and Leather 
Association, and other members of the 
general committee in charge of the July 
show, including Major Charles T. 
Cahill, T. F. Anderson, Charles C. Hoyt, 
Harry P. Lynch and T. A. Delany, the 
latter in charge of the Hospitality com- 
mittee, which portion of the fair will 
be in full charge of members of the 
shoe traveling fraternity. 

Speakers stressed the unusual im- 
portance of the fair this year and told 
of the encouraging response in manu- 
facturers in taking space. Many 
sample rooms already have been re- 
served and a record attendance of 
merchants is expected. 

An entertaining feature of the meet- 
ing was a sleight of hand performance 
put on by Hans Kleemann, New Eng- 
land representative of the Endicott- 
Johnson Company. 

Fletcher P. Osgood of the John 
Hancock Mutual Life Insurance Com- 
pany, who has handled the insurance 
work of the National Shoe Travelers’ 
Association for a number of years, was 
elected an honorary member of the 
Boston association by acclamation. 





Pharoah with Justin & Sons 


New York—Hugh M. Pharoah, for- 
merly with J. & J. Slater, Fifth Avenue, 
and for many years head of the men’s 
shoe department at the John Wana- 
maker store here, is now representing 
H. J. Justin & Sons, Inc., Fort Worth, 
Tex., manufacturers of cowboy boots, 
riding boots and men’s street and sport 
shoes in the eastern territory. His ter- 
ritory includes the entire district east 
of the Mississippi River. Mr. Pharoah 
has established headquarters and sam- 
ple rooms in the Marbridge Building, 
47 W. 34th St. 


Bearce with Walden & Perry 


LYNN, Mass.—Chandler F. Bearce, 
well known in the shoe trade through 
his connection with various New Eng- 
land manufacturers, has joined the 
sales staff of Walden & Perry, Inc., of 
West Lynn, and will succeed Joseph 
E. Foley as western representative. 
Mr. Foley resigned recently to become 
associated in a sales capacity with 
Hoge-Montgomery Company, of Frank- 
fort, Ky. 
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Joe Myers with Moulton-Bartley 


St. Louis—Joe Myers has become as- 
sociated with Moulton-Bartley, Incor- 
porated, Saint Louis. He will carry 
their line in Ohio and Michigan. Mr. 
Myers was formerly with Dunn & Mc- 
Carthy. 


Travelers Meet in San Antonio 
SAN ANTONIO, TEX.—At the annual 


elers Association held in Dallas, Texas, 
last January, a plan was outlined by 
which regional meetings were to be held 
in various parts of the territory under 
the jurisdiction of that association. 

The first meeting was held in San 
Antonio on May 14 at the Menger 
Hotel. A 
twenty-two salesmen, retailers and rep- 
resentatives of shoe manufacturing 
concerns. The chairman of the occa- 
sion was John Thrall, Regional 
governor, assisted by L. S. Bryant, Re- 
gional governor assistant, of the San 
Antonio district. 

The first meeting was a decided suc- 
cess not only from the standpoint of 
attendance but also from the business 
transacted and contact gained. A very 
instructive and interesting talk was 
given by H. C. Stribling of the Inter- 
national Shoe Company, who spoke from 
the manufacturer’s angle. E. H. Moody. 
vice-president of the National Shoe 
Travelers Association, gave a talk on 
“What the Association means to the 
Salesman and the Industry.” Others 
who spoke were E. C. Kelleher, presi- 
dent of the Southwestern Association, 
‘and Tom Collins, past president, also 
Secretary W. T. Mitchell. 

It is the intent of the southwestern 
salesmen to hold these meetings month- 
ly, inviting all salesmen and retailers 
who happen to be in those sections at 
the time of the meeting. 





OBITUARY 








Elias Winter 


LOGANSPORT, IND.—Elias Winter, 85 
years old, prominent local shoe mer- 
chant, died in his sleep recently at the 
home of his son, J. Burt Winter. His wife 
died just a few weeks previously. He 
was the founder of the Elias Winter & 
Son shoe store at 511 East Broadway. 


meeting of the Southwestern Shoe Trav- | 


luncheon was served to | 





He had been in perfect health, seem- 
ingly. He entered business here in 1880 
in a small frame building, with his son 
as partner. During all those years only 
two changes were made in business 
location and none in ownership. He is 
survived by a son and one daughter. 
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AST ANALYSIS ..... 


IN THE 





[' IS the LAST that makes friendship possible between 
the shoe and the foot. The LAST is more than a block 
of wood. It is the means by which the foot and the shoe 
are brought together in harmony. 


The scientific construction of the CO-ORDINATED LAST 
renders the shoe livable to the foot regardless of its size. 
All CO-ORDINATED LASTS are mechanically graded 
accurately and in proportion, so that the 8E (in women's) 
has the same appearance in line, toe spring, height of 
heel and general outline as the sample 4B size. 


When a manufacturer has perfected his base model, 
knows it fits the foot and the eye, he can be assured of the 
correct grading of his extremes to look like the model. 





COORDINATED LASTS 


> bn bp by bn bp by fh 





0 
UNITED LAST COMPANY + BOSTON * MASS. 














ante 





ELIT TE ET 





eieaeeeie 


BooT AND SHOE RECORDER 
combining THE SHOE RETAILER, May 28, 1932 


57 


















WHERE TO BUY 


Sport Footwear 


i i Be et 











GENUINE 
MOCCASIN 





BASS 









G. 7. BASS & iW: WILTON, MAINE 


; ATHCO 


® SPORT SHOE / 
Will ouwtwear rubber sneak- 
ers. resole. Write 
= cal of Athco 


p Athletic ; 
Athletle Shee Co. 
pols N. Marshfield Av 
Chicago, 111. 
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Wooden Sole Footwear 


LE EEE 


Sundip 
Sandals 


have a place in 
every smart girl’s 
summer apparel. 





Lovely orchid, 
. red, yel- 

low, black, Royal 

Blue. 

ate straps, narrow straps or an exclusive new 

lace model for the very chic. 

Extra Profit for the alert merchant. 

CATALOGUE NO. 4. 


REECE WOODEN SOLE SHOE CO., 
Columbus, Nebraska 


INC. 
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Shoe Laces 
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COLOR COMBINATIONS 





Principal Color Perfect 
Light Cream 
Brown ; Medium Cream 
Dark Gold 
Light Cream 
Blue ; Medium Cream 
Dark Gold 
Light Light blue 
Drab Medium Medium Blue 
Dark Dark blue 
Light Light cream 
Green Medium Medium cream 
Dark Medium gold 
Light Light blue 
Gray Medium Medium blue 
Dark Dark blue 
Light Light purple 
Lavender ; Medium Light purple 
Dark Dark purple 
Light Cream 
Maroon ; Medium Silver 
Dark Gold 
Light Purple 
Orange ; Medium Purple 
Dark Purple 
Light Lavender 
Purple { Medium Heliotrope 
Dark Lavender 
Light Light blue 
Pink ; Medium Medium blue 
Dark Medium blue 
Light Cream 
Red ; Medium Silver 
ar Gold 
Light Purple 
Yellow Siediem Purple 
Dark Purple 








Strong Weak 
Myrtle green Purple 
Medium green Gray 
Medium orange Lavender 
Yellow Purp!e 
Yellow Lavender 
Orange Heliotrope 
Medium green Cream 
Medium green Gray 
Dark green Yellow 
Purple Light blue 
Yellow Light blue 
Orange Light blue 
Medium green Cream 
Medium green Tan, buff 
Dark green Brown 
Light brown Yellow 
Medium tan Red 
Dark brown Maroon 
Light yellow Scarlet 
Medium yellow Purple 
Medium orange Lavender 
Light green Yellow 
Medium green Cream 
Dark green Lavender 
Light yellow Red 
Medium yellow Scarlet 

Orange Scarlet 
Light tan Scarlet 
Medium tan Red 
Medium brown Dark blue 
Medium green Purple 
Olive green Lavender 
Dark green Pink 
Light blue Cream 
Navy blue Silver 
Dark blue Gray 














Good Color 


red, blue with orange and yellow with 
violet. 
There are three kinds of color har- 





Sport shoes will 


soon need new 
laces 


$ 
THE SHOE LA\ he el 


PORTSMOUTH 





PA te i li elie 


Shoe Accessories 


eee i ee i i a eli hie eli le ei ein Y 


WIZARD CORN PADS 


The improved cushioned, mercuro- 
chrome-treated pads that repeat. 
For soft or hard corns, callouses, 
bunions. Advertised in 14 leading 
magazines. $2.75 per dozen. 


Trimfoot S 


Instantly relieves callous pains. 
easily adjusted. $6.00 doz. Retail s10 00 
per pair. 
Full line Arch Supports and 
Foot Appliances. 


THE WIZARD CO., Locust St., St. Louis 














mony, Monochromatic, Analogous and 
Complementary. Monochromatic combi- 
nations consist of two or more shades or 
tints of the same color. Analogous 
harmonies are made by combining two 
or more closely related colors, as purple, 
red purple and blue purple. Comple- 
mentary combinations will be found on 
opposite sides of the color chart. 

Warm colors are those which suggest 
sunlight, fire, etc., as red, yellow, or- 
ange. Colors which, because of their 
blue and green content, suggesting wa- 
ter, ice, sky and foliage are called cool 
colors. Warm colors are best in the 
Winter time and cool colors are best 
during the Summer. Advancing colors 
are those with long wave lengths, as 
reds, oranges and yellows. They seem 
to come toward the observer and have 
a tendency to make the window appear 
smaller. Receding colors are those with 
short wave lengths, as purples, blues 
and greens. They seem to stand far- 
ther back from the observer and have 
a tendency to give depth to the display. 
A shade of any color is made by adding 
black; addition of white gives a tint. 
The following colors make good “two 
tone” combinations for background ef- 
fects: 

Brown and tan. 
Olive green and light green. 
Dark red and light terra cotta. 














Hunters green and Nile green. 
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Combinations 


[CONTINUED FROM PAGE 45] 


Deep olive drab and champagne. 

Purple and lavender. 

Orange and golden yellow. 

Light pearl and slate. 

Dark old rose and light old rose. 

Royal blue and sky blue. 

The accompanying table gives good, 
strong and weak combinations. While 
only good combinations should be used, 
it is well to know the bad or weak 
ones so they can be avoided. 





New Hopes—New Clothes— 
New Shoes 


[CONTINUED FROM PAGE 17] 


future with the best foot forward. Ex- 
tend the greetings and salutations of 
the store and tell how: it would appreci- 
ate being of some service in selecting 
the right kind of footwear. 

Another form would be to isue a four- 
page letter, with two pages of a per- 
sonal message and two pages illustrat- 
ing the shoes the store considers as be- 
ing the ones which would most interest 
the graduate. Possibly a good line 
drawing showing graduates with their 
diplomas and a heading “On Your Grad- 
uation — Congratulations, 1932. May 
Your Diploma Be Not Only a Reward 
for Work Well Done, but Also a Pass- 
port to a New Life of Success and 
Happiness.” 

Today it seems that business comes 
only to those who go after it; then they 
must back up advertising appeal with 
service, style and quality. 
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(Suse THREE*—are the ele- 


ments whose combination spells Success 
to the shoe retailer. No one alone is suffi- 
cient; the outstanding store must have 
them all. 


America is essentially a Style Market. 
Nowhere else is eye-value—good looks— 
up-to-dateness—so strong a factor. Excel 
in styles, and the trade will seek you out. 


And America is a Market of Quality 
Buyers.—Appreciative of the things that 
last. Wise to the truth that Style is short- 


*and the greatest of theseis QUALITY 
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lived unless based on good materials and 
workmanship; that Price means nothing 
without Quality. 


Yet all America today is a Price Market. 
It scans Values even closer than figures. 
Price always groups your buyers. “More 
for less” means more for you. 


Style, Quality, and Price—these three— 
are the foundation stones of St. Louis’ 
Shoe Industry. America’s great- 
est Shoe-Center. Where Values 
are offered in greatest measure 
to you, the Retailer! 


The St. Louis Chamber of Commerce 
and the \ndustrial Club of St. Louis 


SHOEMAKER 
,TO THE WORLD 









































































day of the year. That, ladies and gen- 
tlemen, is the answer to the 7 times 
stock turn. In men’s shoes, only a 
small stock of about 100 pairs is car- 
ried, but these are completely turned 
each month. The men’s business has not 
developed as has the women’s. 

In listing the three vital elements, 
No. 8 contained this statement, “Cus- 
tomers are not sold. They buy the shoes 
they should wear.” In this connection, 
it is interesting to note the procedure 
of handling a customer in this store. 
Those selling take the lead at the start. 
The customers are never asked what 
they want, for the minute that a cus- 
tomer commences to answer questions, 
more questions come up in their minds. 
When asked what type of shoe she 
wants, the average woman visualizes 
thousands of pairs of shoes on the 
store’s shelves from which she is to 
make her selection. This does not make 
for peace of mind or quickness of sales: 

The usual approach of “May I serve 
you?” “Something you would like?” 
etc., is not asked. This routine is car- 
ried out: 


1. Salesman seats customer.’ 

«2... Takes off shoe. 

3. Analyzes foot condition. 

4. Comments on foot condition, prov- 
ing knowledge of situation. 

5. Goes to stock and returns with 
shoe that fits correctly. Sale is 
now 80 per cent completed, as this 
procedure takes the questioning 
out of the customer’s mind. 


There is no better way of illustrat- 
ing this salesmanship than to describe 
two sales checks. Exhibit A was 








New Buster Brown Store 


MUNCIE, IND.—A new Buster Brown 
shoe store has been opened here at 113 
South Walnut Street. Charles E. 
Cooper, sole owner of the establishment, 
is a native of Muncie, having been in 
the shoe business here since 1913. He 
formerly was connected with the Guar- 
antee Shoe Store, taking over the store 
when that firm went out of business 
several years ago. A modernistic de- 
sign has been used in fitting up the 
new store, which is completely equipped 
with modern fixtures and lighting. 





Skinner Managing Richardson Store 


CoLumBus, IND.—T. E. Skinner of 
Washington, Ind., has become manager 
of the Richardson store here. The store 
has a large shoe department. Clint 
Smith, former manager, has taken over 
a store in Brazil, Ind. 





Miami Foot-Saver Shop Quits 

MIAMI, FLtA.—The Foot Saver Shoe 
Co. which has been doing business at 
40 Seybold Arcade for some years, has 





disposed of its stock and discontinued. { 








A Texas Lad Licks the Big City 


[CONTINUED FROM PAGE 40] 


never put on the spindle, as this is what 
the customer came in asking for. Ex- 
hibit B was put on the spindle and rep- 
resents an $18.00 cash transaction. 

The incident the writer saw was this: 
The customer came into the store and 
asked for a pair of Walk Straights—a 
35-cent sale. Kershaw took off her 
shoes in order to set the Walk Straights 
in place. Carrying out his set proced- 
ure, he analyzed the foot and made the 
following sales: 





eo ee $5.00 
L POT SNORE os cccesce« 6.00 
1 pair arch supports ... 6.00 
3 necessities ........<. 1.00 

MRD: . oi5 7 as seed dae $18.00 


All recognized forms of publicity are 
used by this store, as well as personal 
visits to hospitals and other institu- 
tions. Often Mr. Kershaw or his assis- 
tant, Mr. Nelson, will fit customers in 
their homes when they are unable to 
get to the store. The store’s advertis- 
ing appears in the local newspapers 
regularly every Friday and Sunday. 
Once a month a demonstration is put 
on in the store, either by the Doctor 
Scholl or Wizard concerns. Notices of 
these demonstrations are mailed to the 
store’s list of 15,000 prospects, and they 
are also mentioned in the newspapers. 

When Jean Harlow was appearing in 
a local theatre, Kershaw got a lot of 
good publicity through selling her a 
pair of pretty shoes. This stunt was 
capitalized through using a 300-line ad- 
vertisement in the Sunday papers. 
Good window displays of the photo- 
graphed event and the shoes attracted 
considerable favorable attention. 








New Rhode Island Stores 


PROVIDENCE, R. I.—Ray’s Inc., is the 


name of a new shoe corporation char- 
tered here by Rose Glickman, 186 
Winthrop St., Taunton (Massachusetts) 
Isadore S. Horenstein and Freda F. 
Davis. 


Another new shoe business is stand- 


ard Shoe Stores, Inc., chartered with 
500 shares of stock with no par value. 
Backers of this business are Michael P. 
Moran, 147 Pond Street., Pawtucket, ° 
R. I.; Edward P. McElroy and Justin 
P. McCarthy. 





To Open New Store 


BALTIMORE, Mp.—Carmella De Pas- 


qualle plans to open a shoe shop at 
6508 Hartford Road, Baltimore, follow- 
ing necessary improvements and remod- 
eling of the structure. 





New Baltimore Store 


BALTIMORE, Mp.—Murphy’s Shoe 


Shop is a new addition to the retail 
shoe field of Baltimore, which has been 
opened at 430 East Baltimore Street. 
Popular priced shoes are carried. 





Riviera Hand Woven Shoe 


An illustration in the full page adver- 
tisement of Brauer Bros. Shoe Co., St. 
Louis, which appeared on page 41 of 
the May 14th Boor AND SHOE RECORDER, 
showed a hand woven shoe of allover 
white kid, designated as the Riviera 
style. The sub title in the advertisement 
described it as “a hand woven sandal.” 
This description was erroneous and 
should have read “a hand woven shoe,” 
as this style is an oxford type of shoe 
and not a sandal. ° 





Announce New McKay Line 


CINCINNATI—The Charles Meis Shoe 
Manufacturing Co. has announced for 
Fall a line of McKay footwear to retail 
at $3 a pair in addition to their usual 
line of Compo shoes to retail at $4. 
Both lines will be in the hands of their 
salesmen about June 1 and about 25 
styles will be carried in stock in the 
Cincinnati warehouse during the Fall 
season. 





Expect Big Attendance at Boston 
[CONTINUED FROM PAGE 34] 


‘The menace of current price compe- 
tition and how to remedy it.’ 

‘Concentration of buying,’ and 

‘Wholesaler relations with the Rub- 
ber Companies.’ 


“These timely and vital subjects will 
be discussed by expert speakers within 
and outside of the shoe trade, and ev- 
erybody participating is certain to get 
something of value from the addresses 
and discussions. 

“For this joint convention of the Na- 
tional Association of Shoe Wholesalers 
and the New England Shoe and Leather 
Association, the railroads have granted 
a special convention fare on the certifi- 
cate plan, provided the required number 
of delegates (100 from each of the vari- 
ous passenger association territories) 
take advantage of it. Those intending 
to be at the convention should consult 
with their local ticket agents as to 
this, making sure to obtain a certificate 
for subsequent validation in Boston 
when purchasing their going ticket. 
There will also be special Summer ex- 
cursion rates in effect from various 
points. 

“We will be glad to furnish you with 
any needed information regarding Bos- 
ton hotels and their rates. 

“This should be one of the biggest 
and most significant gatherings of shoe 
wholesalers in the history of the trade, 
and we count on you to do your share 
toward making it such.” 

The communication is signed by 
Henry Bell, Jr., president, and Thomas 
F. Anderson, secretary. 


P. Sullivan Office Moved 


CINCINNATI—The P. Sullivan Shoe 
Company of Cincinnati recently moved 
its office to 317 E. Seventh Street, and 
by so doing enlarged the in-stock 
department. Tom Cahill, president, 
states that their business has been very 
satisfactory thus far this year. 
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WANTED TO PURCHASE 

















We will buy from manufacturers, 
jobbers, and retailers, entire or 
surplus stocks of shoes. Our outlet 
enables us to handle large and 
small quantities. 

INC. 


KIRSCH-BLACHER CO., 
590 Broadway New York 
Phone CAnal 6-4298 and 4299. 

























Laird Schober Shoes in Stewart’s 








BUSINESS OPPORTUNITIES 











Business Opportunity 
Men with orthopedic experience > a= 
Orthomec System of Foot Co 
offices. ‘Can meke from five to fifteen 
thousand a year. Successful offices now 
in New York, Boston, Detroit, Buffalo, 
and Syracuse. Desirable protected 
tory open. Small investment. Free 
training. Write. 

THOMEC SYSTEM 











OR 
140 Boylston St., Boston, Mass. 


















YOU CAN HAVD A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass 
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LOUISVILLE, Ky.—After an absence of 
more than fifteen years the Laird, 
Schober line of ladies’ shoes will be 
back home with the Stewart Dry Goods 
Co., Louisville, which has arranged to 
again handle this brand of shoes. 

V. D. Price, manager of the Stewart 
Shoe Department, for the past three 
and one-half years, stated that the com- 
pany would not have the line stocked 
before August 15, date for its general 
opening; but was now taking orders for 
special filling, and had arranged for 
complete remodeling of the shoe de- 
partment, which will have all new fix- 
tures and equipment throughout. 

The line was handled for some years 
by Stewarts, and later taken to Besten 
& Langens, Inc., by the late Charles 
Siersdorfer, a former Stewart shoe de- 
partment manager. 





New Rubber Heel Invented 

PROVIDENCE, R. I.—Something new in 
rubber heels has been invented by Wil- 
liam LeDew of Oakland Beach (R. I.) 
who is now seeking to patent a moving 
rubber heel, this being a circular rub- 
ber disk, slightly smaller than the heel 
of the shoe. The shoe heel is cut out so 
that the disk fits into its surface and is 
fastened by one screw or nail which 
forms the axis on which the rubber 
wheel turns. 

Instead of wearing the same side of 
the heel as is customary with present- 
type heels, wear is distributed evenly 
by means of the continual circular 
motion. Mr. LeDew claims his new 
heel is always level, wearing uniformly. 
He is seeking to call it the “Revolving 
Rubber Heel” after the U. S. Patent 
Office frowned upon the title, “Rotary 
Rubber Heel.” 


Labbee’s to Reopen 

PROVIDENCE, R. I.—Labbee’s, one of 
the old shoe retailers of the Olneyville 
section of this city which closed out 
about two years ago, is now to reopen 
in Olneyville Square within a few 
weeks. After closing out in Olneyville, 


Mr. Labbee started a retail shoe store 
in the Providence center, but this busi- 
ness was very soon closed out. 
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VAMP -EEZ 


Pat. No. 1,838,487 


INSTEP PROTECTOR 


STOPS 
CUTTING 
HERE 


WINS the confidence of Opera Pump 
wearers who suffer from high or fleshy 
insteps. 






SIMPLY applied and can be worn tem- 
porarily or permanently as desired. 


Obtainable in patent, dull white, beige, 
brown and neutral, 
Sold through all leading jobbers. 


VAMP-EEZ COMPANY 
1141 BROADWAY, NEW YORK CITY 















BOOK, PREMIUMS 




















It has been proved! 
The shoe store that 
offers a book for the 
kiddies attracts the 
trade of parents. 
Write today for cat- 
alog and prices of 
250 Whitman juve- 
nile books and games 
that make ideal yet inexpen- 
sive shoe store premiums. 


WHITMAN PUBLISHING CO. 


RACINE ...WISCONSIN 
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A COMPLETE LIST OF THE TRADE NAMES AND BRANDS 
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Adams Bros., Pittsfield, N. H............. 56 
Advance Theatrical Shoe Co., Chicago, Il].. 54 
Aiden, C. H., Co., Abington, Mass........ 25 


Athletic Shoe Co., 


Bass, G. H., & Co., Wilton, Me........... 58 
Bancroft-Walker Co., Boston, 
Blog Shoe Findings Co., New York City... 54 
Bob Smart Shoe Co., Milwaukee, Wis..... 35 
Booth, Walter, Shoe Co., Milwaukee, Wis.. 5 
Chase, W. 8S., & Sons, Haverhill, Mass.... 54 


Clapp, Edwin, & Sons, Inc., E. Weymouth, . 
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Chicago, Ill........... 58 


Connell, J. M., Shoe Co., So. ap 
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Dun Deer Sandals, Inc., Auburn, N. Y..... 67 


Ebberts, John, Shoe Co., Buffalo, N. Y.... 5 


Edwards, J., & Co., Philadelphia, Pa., 
Back Cover 


Enna Jettick Shoes, Inc., Auburn, N. Y..26, 27 
Evans,, L. B., Son Co., Wakefield, Mass... 54 
Ford, C. P., & Co., Inc., Rochester, N. Y... 62 
Freeman Shoe Corp., Beloit, Wis......... 10 
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Packard, M. A., Co., Brockton, Mass..... 52 


n> 4 Wooden Sole Shoe Co., Columbus, 


Richards & Brennan Co., Randolph, Mass. 52 


Roth Shoe Co., Philadelphia, Pa........... 54 
Si-En-Tiffick Shoe Co., Columbus, O...... ~ 
Smith, J. P., Shoe Co., Inc., Chicago, Ill... 56 
Stacy-Adams Co., Brockton, Mass......... 52 
United Shoe Mfg. Co., St. Louis, Mo...28, 29 
Co., Cedar Grove, 
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Evans, John R., & Co., Camden, N. J...30-31 


Felters Co., The., Inc., New York City.... 55 
Kepner, C. D., Leather Co., Boston, Mass.. 6 
Levor, G., & Co., New York City........ 2,3 
Ohio Leather Co., Girard, Ohio........... 41 


A ue Leather Co., Inc., New evese™ 


MACHINERY, LASTS, MFRS.’ SUPPLIES, 
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Armstrong Cork Co., Lancaster, Pa....... 4 


Compo Shoe Machinery Corp., New York City 43 


United Last Co., Boston, Mass............. 57 
United Shoe Machinery Corp., Bost 
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SHOE ACCESSORIES 


Mitchell Mfg. Co., Portsmouth, 0O......... 58 
Narrow Fabric Co., Reading, Pa.......... 24 
Schaeffer & Company, Reading, Pa........ 44 
Shoe Lace Co., Ltd., Providence, R. I...... 33 
Vamp-Eez Co., New York City............ 65 
Wizard Co., The, St. Louis, Mo............ 58 


SHOE STORE EQUIPMENT 


American Seating Co., Grand Rapids, Mich. 61 


Grand Rapids Store Equipment Corp., 
Grand Rapids, Mich. ....ccccccccsccces 4 
Shoe Form Co., Auburn, N. Y............ 52 


MISCELLANEOUS 
Industrial Club of St. Louis., St. Louis, Mo. 59 


Kirsch-Blacher Co., Inc., New York City... 65 
Marbridge Bldg. Co., Inc., New York City 61 


Orthomec System, Boston, Mass.......... 65 
Shelton Hotel, New York City............ 67 
Simon, I., Co., New York City........... 64 
Stephenson Laboratory, Boston, Mass..... 65 
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The Hotel Montclair, New York City..... 68 
The Madison, Atlantic City, N. J......... 62 


Mandel Engraving Co., Milwaukee, Wis... 65 
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Fred Homeyer, “Master Merchant” 


NEBRASKA City, NEB. — Nebraska 
City’s second “Master Merchant” in as 
many years was named Wednesday 
when Fred J. Homeyer, shoe store pro- 
prietor, was honored at a dinner in 
Lincoln sponsored by The Nebraska 
Merchant and Trade Review Magazine. 

J. C. Thygeson was the Nebraska 
City recipient of the honor last year. 

Presentation of the award to Mr. 
Homeyer was made at a banquet in 
Lincoln Wednesday as a climax of “re- 
tailers’ day” following the first annual 
Merchants’ Institute, sponsored by the 
college of business administration, 
University of Nebraska. 

Ten men were chosen to. receive the 
honor after they had been graded and 
rated by the judges from a careful 
survey of information. The ratings 
were made under the headings of build- 
ing and equipment, operations and 
methods, ability and character, home 
life and citizenship. 

The Homeyer Shoe Store was estab- 
lished in 1897 after Fred Homeyer had 
been working at the Merchants Na- 
tional Bank for more than eleven years. 

The business is the oldest one of its 
kind under continuous management in 
Nebraska City and is one of the oldest 
in the state. In 1930 Mr. Homeyer was 
awarded a gold medal by the Federa- 
tion of Nebraska Retailers for being in 
business more than 25 years. 

Specially built shoes have always 
been one of the services of the store, 
and many people with mismated or un- 
usually shaped feet have ordered their 
shoes specially made according to the 
designs drawn by Mr. Homeyer. 





Senack Leases Boston Department 

LOUISVILLE, Ky.—The Besten shoe de- 
partment has been taken over by the 
Senack Shoe Co., St. Louis, under 
lease plan, and Al Zimmerman, for- 
merly with Sennenfields, St. Louis, was 
placed in charge. Zimmerman stated 
that he was handling the Beverly, Pari- 
nade and Peggy Lee brands of shoes. 
Incidentally his new clerical force is 
entirely composed. of men. 





New Detroit Store 

DeEtTROIT—A new downtown shoe store 
has been opened at 37 State Street by 
Sam Suchowalsky under the name of 
Adams Shoes. William Shapiro is man- 
ager of the business. 
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